NEW MAGIC CRYSTAL MIRROR BLOCK NO. 4 


THE NATION 


(Pat. by Bot. Dec. Co.) 





Ube bing df heute 
Is a Joy Forever 


UR New Magic Crystal Mirror 

Block No. 4, a clever combination 
of charming decorative effect with 
supreme advertising value. 


This design is built to be set on the floor. 
The light should be reflected from the bottom 
through the openings at the right and left 
of the box, as shown in the cut. 


The block revolves and the unit is con- 
structed with all ball-bearing moving parts 
and a motor made especially to stand the 
strain of constant use. 

The set is hung with cut glass prisms and at the 
base is a papier mache cupid in white, holding a 
garland of silver tinsel foliage. 

Height over all, 85 inches; size of box, 50 inches 


long by 17 inches wide by 11 inches deep; block, 
12 inches square. 


Write for Complete Circular 
of Different Styles and Prices 


@he Botanical 


Decorating Co. 


319-327 W. Van Buren St., Chicago 
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One of the ten State Street win- 

dows of Marshall Field & Co., Chi- 

cago, “Pittsburgh” lighted. Pho- 
tograph not retouched. 


OME merchants consider 
their windows merely as 
something to be ‘dressed 
up” because they happen to 
be there. 


The wise ones regard their 
windows as a kind of adver- 
tising second only to the 
good-will of their customers. 


Good windows — properly 
lighted — are investments. 
They pay big dividends. 
Well-lighted windows are 
irresistible. People simply 
can’t keep away from them. 


“Pittsburgh” Silvered Reflectors insure abundant light—properly distributed—for a long t'me. 
How much longer than nine years these reflectors will stay bright we do not know. But not one 
of them made since we began using the coppering process—more than nine years ago—has ever 
been reported to us as having the silvered reflecting surface tarnish or discolor, or the backing 
crack, check or peel. 


For many years we have practiced the science of good show window lighting. You will find the 
free booklet—‘‘Show Window Lighting’’—helpful. Write for it. 


PITTSBURGH REFLECTOR COMPANY 


(Formerly Pittsburgh Reflector & Illuminating Co.) 
403 BOWMAN BLDG. THIRD AND ROSS STREETS PITTSBURGH, PA. 


Representatives in Principal Cities 
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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- Mr 
mation. Read and pass on to 
next name designated. 
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Here is what recert 


é 


grad nates Say ~ 


This graduate was made Store Manager 


The Koester School. 


Gentlemen :— 


Carroll, Iowa. 


I am sure that you are glad to hear that I am now manager of the Syndicate Purchasing Company 
at Eagle Grove, Iowa, and have a fine store and a fine business. 

The training which I received at your School was a big factor in my getting this position and I 
‘would not take a whole lot for what I learned while there. Am getting a fine salary with advancement 


in two months. 


Yours very truly, 
(Signed) Byron O. Yarrington. 


This student graduates into the $5,000.00 class 


The Koester School. 


Gentlemen :— 


South Bend, Ind. 


I took your course 7 years ago and owe a_great deal to you for the wonderful position I’m now 
holding. I’m in the $5,000.00 class now, which, I’m sure, speaks well for your fine instruction. 


(Name and Address on Application.) 


This woman becomes Adv. Mgr. of Newspaper 


The Koester School. 
Gentlemen:— 


Saint Augustine, Florida. 


I thank you for your reply and for your interest you have manifested in my lessons throughout my 


course of study. 


I find my work fascinating—enjoy every moment of it, and am daily learning something new. Too, 
having to get up copy for so many diversified lines of business is giving me invaluable experience. 

And, of course, I always remember that it is due to the training I received through The Koester 
School that enables me to accomplish what I do. 


Sincerely yours, 
(Signed) Rebecca Botkowsky, 
Adv. Mgr. St. Augustine Evening Record. 


This student earns $70.00 2 week 


The Koester School, 
Gentlemen :— 


Uniontown, Pa. 


Although I have only been away from Chicago for five weeks, I am earning $50.00 per week and 
making in the evenings about $20.00 additional doing extra work. 


Respectfully, 
(Name Upon Application.) 


Promoted to Advertising and Display Manager 


The Koester School. 
Dear Sirs :— 


Charleston, W. Va. 


It might interest you to know that I am now Advertising and Display Manager of Diamond Shoe & 
Garment Company. The benefits derived from my course with your School last July have been very 
noticeable ever since my return to Charleston. I feel that my 
promotion is the direct result of the course I took with your 


School. 


It is with the greatest of pleasure that I recommend your 


School to all those that might be interested. 
Yours sincerely, 


(Signed) Thos. E. Lynn. 


The Koester School Can Help 
You Too 


It has taught over 10,000 students in twenty years. 
Most of the foremost men in the profession today owe 
most of their success to the inspiration and guidance 
given them when they attended the Koester School. 


Our Koester School Year Book shows pictures of 
hundreds of our graduates and their work. This book 
also gives full details of our courses. 


Better write for it today. 


THE KOESTER 
SCHOOL 


314 S. Franklin St., Chicago 





The Koester School, 
314 S. Franklin Street, Chicago 


Please send me details on the courses crossed off 
below. 


[] Window Display 
[] Retail Advertising 
[] Card Writing 


Hame.... 


Address 
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A Move In the Right Direction 


HE recently organized Educational Depart- 

ment of the International Association of 

Display Men announces the completion of 
two illustrated lantern slide lectures on the best 
methods of window display presentation. This gives 
evidence to the fact that the association is now ac- 
tively endeavoring to carry out the aims and pur- 
poses of its existence, and it is hoped that this ac- 
tivity will be but a small beginning in a wide program 
of window display enlightenment and education. 

The lectures will be available to local display 
clubs for their meetings and especially for retailers’ 
conventions throughout the country. In the latter in- 
stance will be found a great opportunity, for during 
the past the utter lack of discussion of window dis- 
play at retailers’ gatherings has been most disap- 
pointing to those interested in its progress. 

In its educational department lies the whole future 
of the International Association of Display Men and 
here is where the constructive thought of the entire 
membership should be centered so that a mighty pro- 
gram can be formulated and then consistently carried 
out. The task is a big one and should get the support 
and cooperation of all interested in the steady devel- 
opment and expansion of window display advertising. 


At the present time the work is under the super- 
vision of an educational director who can give but a 
small portion of his time to this work, but it is to be 
hoped that careful budgeting of the finances of the 
association will permit of the appointment of an able 
executive who can give his entire thought and effort 
to this great undertaking. The officers, and executive 
committee should keep this thought foremost in mind. 

Many who have unselfishly observed the activities 
of the I. A. D. M. have seen in this new activity the 
making of a bigger and better organization, stronger 
in influence and with a ‘more powerful membership. 
Here is a banner around which all who have at heart 
the best interests of the profession and industry may 
throng and with an enthusiasm that will inspire 
lasting results. 

The association is to be highly complimented on 
this great accomplishment, but with.the exhortation 
that this small beginning in such a potential under- 
taking should be quickly and constantly enlarged. 
This is the heart of the association that will push the 
life-blood of the orgarfization to every nook and cor- 
ner of the country and should finally elevate window 
display advertising to a more exalted position in the 
sphere of retailing. 





THIRD ANNUAL DISPLAY REVIEW 
Bigger and Better Than Ever 


DATED JANUARY 1926— 
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ti) This Book Will Help You! 


Make Your Christmas 
Displays a Big Success 


Schack’s Christmas Flower Book is without question the most 
useful book for the displayman ever published. It contains 
24 pages of practical suggestions to make your Christmas dis- 
plays a big success. Every displayman should certainly send for 
this splendid Christmas Book before planning his Christmas 
decorations. 


SEND FOR THIS 
BOOK TODAY! ~ FE 
ITs >_> 


Schack’s New Christmas Flower Book will show you how to save 
a liberal sum of money on your decoratives, so get this book 
now, look it over, compare prices. Place your order and realize 
the full benefits of Schack’s service. 


SCHACK 


ARTIFICIAL FLOWER CO. 
—saes CCS. ae 





































































































---than which is there anything on earth 
more permanent than a Bronze Sign? 


And what sign better combines perma- 
nence with beauty and 100% advertising 
value? 





You will find the answer in the opinions 
of leading display managers and national 
advertisers—the men who have used every 
conceivable type of sign to advertise their 
business. They emphatically urge the use 

ay, “ of Bronze Signs, because they are the most 
FITS THE FOOT IN ACTION OR REPOSE dignified, durable and beautiful signs in 
existence today. 














Bp the rosy a for a copy of our catalog 
of suggestive designs and lowest prices. 
—FREE IDEAS— " 


Tell us what you need in the way of window signs, outside 

tablets, sill signs, brass railings, velour-covered ropes, bulle- 

tin boards, and the like. Having particularized in the 

making of these items over a period of 25 years we are ina 
position to offer suggestions you will find very helpful. NEWMAN 
MFG. CO. 


This service is free to readers. of. The Display World. 
420 Elm St., 


; 
THE NEWMAN MEG. CO. oS Crtiaaats, ©. 


tal f 
420 Elm Street CINCINNATI, OHIO a ae ‘ee | 


AGENTS AND DEALERS: Pin the coupon to your C bulletin boards, (J brass 
letterhead if you wish our best discounts to the trade. railings and velour ropes. 
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Skipping Rungs In Retail Store Ladder 





Independént Merchants Can Climb Rapidly to Success If Experiences 
of Big Department Stores, Chains and Syndicates Are Profited By 


By C. O. BEDELL 
Advertising Manager, Butler Brothers, Chicago, Illinois 


T is a popular fallacy that the big stores and 
the chains have all the advantages. This 
is a very inconsistent conclusion, for the 
average lone store operator has just as 

great an opportunity for spectacular development as 
the chains and the department stores. There are many 
startlingly successful independent retail stores, and the 
percentage is increasing yearly, but in full justice to 
the question it must be admitted that the department 
stores and chain stores have, for the most part, been the 
stellar examples of profit success. 

We need not go back into the history of the fastest 
and the highest climbers in the long ladder of merchan- 
dising, reaching from the old periods of questionable 
practices and suspicious competition and now passing 
through the most fascinating, intriguing era of retail- 
ing anyone has ever seen, to account for the positions 
they now occupy. Suffice it to say, they are there, and 
the important part to all of us is that they have spent 
fabulous sums of money and hundreds upon hundreds 
of amassed years of mercantile experience to accom- 
plish their ends. 

The syndicates have had hundreds of stores in which 
to experiment; they have had hundreds of stores to 
bear the expense of development and laboratory work. 
The department stores have had thousands of dollars 
to spend in big salaries for men who could prove their 
ability to improve their employers’ profit records. 

The independent store operator, if he is willing to 
profit by the vast amount of time, money and brains 
expended by his greatest profit-creating contemporaries 
—if he is willing to profit by their experiencs—can skip 
innumerable rungs in the ladder which they paid a high 
price to climb. 

There are four fundamentals which account for the 
tremendous strides made by these stores, which have 
been able to negotiate thousands upon thousands of 
rungs in the long ladder every merchant is climbing. 
These fundamentals come cut and dried. The average 
retailer, if he will, can'bring them into his store and by 
a little skillful merchandise carpentering fit them into 
his business in such a way as to make them produce in- 
creasing profit results for him. 

They positively include every phase of retailing 
which enabled the chief department and chain stores to 
stand out from their compeers. If these four funda- 
mentals are applied by any independent merchant he will 
be in truth skipping rungs. “He will not be slowly and 
painfully working from scratch, but will be starting at 





the highest point reached by the fastest climbers on the 
long retail ladder. 

The first and paramount of these four factors is a 
modern application of mercantile display. Have wide 
assortments of merchandise in plain sight, easy to see, 
easy to examine ‘and easy to buy. This means capital 
spread over many items—supplies just in excess of de- 
mand—avoiding quantities, not cuts. The great depart- 
ment stores and syndicate stores have been trail blazers 
in working for the turnover, in buying in quantities just 
in excess of demand. 

Pay no attenton to the jobber who urges you to buy 
in quantities or to buy futures (except, of course, as it 
may be necessary to buy holiday futures, on which you 
secure a postponed dating), but by and large avoid 
futures and avoid quantities. 

Present-day merchandising demands that the re- 
tailer get his money out of merchandise as quickly as 
possible, and that every dollar he has in stock be repre- 
sented by as much interesting displayed merchandise as 
possible. The retailer has learned to let the jobber 
carry his stock and reserves. He buys modestly to sell 
rapidly—not to make discounts—and in the long run 
his records show a much improved profit result. 

The second point to be followed is to have a plain, 
uniform and attractive price mark on everything—a 
silent salesman on duty with every item for sale. The 
syndicates pay good salaries to men who spend much 
time checking up store managers on price tickets. Un- 
less you take this matter of pricing your merchandise 
as seriously as do the syndicates you are lopping off a 
certain percentage of volume you otherwise definitely 
and positively would get. 

Keep interest alive, either through something doing 
all the time—that is, through special events and feature 
items—or through a constant flow of new goods, fads 
while they are fads, and novelties while they are novel, 
is the third fundamental. A friend recently told me 
that his wife makes a trip from a Chicago suburb down 
town and almost to another suburb, spending carfare 
and buying her lunch down town, in order to save fif- 
teen or twenty cents in a certain store. As far as he 
could find out, she principally likes to buy there because 
this store is always lively and has ever-changing dis- 
plays. It is an old instinct to follow the parade and go 
where there is colorful interest. 

The chain stores are constantly intriguing customers 
with new items and changing displays, or with specials 


(Continued on page 59) 
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Departmental Cooperation Necessary 


Maximum Results Can Not Be Obtained in Any Enterprtse Except 
Through Perfect Harmonization and Coordination of Departments 


By FRANKLIN SIMON 
President, Franklin Simon & Company, New York City 


OMEONE has described success as the 
ability to harmonize factors such as 
human personalities and economic laws 
which, allowed to develop without intelli- 

gent guidance, would be a hopeless conflict. This is 
perhaps more applicable to the retail merchandising 
field than any other, for if maximum results are to be 
secured a perfect coordination must be maintained at 
all times. 

One of the weakest links in the cooperative pro- 
gram of a large percentage of the retail stores in 
America is that between the display department and 
the merchandise manager, the buyer, the advertising 
director, and, in fact, the entire system of the store. 
This is not always due to a lack of interest or ability 
on the part of the displayman, but failure of the store 
officials to realize and recognize the great value of 
his counsel. Window and interior display is an in- 
tegral part af the publicity of the store and they 
should reflect its policies and standards. 

The display manager should know what all the 
related divisions of the store system are doing and 
he should be consulted on all matters that pertain to 


his work or that are related to it. He should be 
required to attend all store conferences so that he 
can have an intimate knowledge of what is going on 
and can offer his own suggestions. Attending the 
various conferences of the store, where he can get 
into the spirit by absorbing the ideas of the adver- 
tising and merchandise manager, broadens and de- 
velops the displayman into an able executive, who 
through this broadening education, can carry out a 
better program of display. 

A complete study of his job not only from his own 
interests but from the interest of the store should be 
made by every displayman. He has a distinct func- 
tion to perform and can best carry it out by co- 
operating and working with the other officials of the 
store. The buyers can be of exceptional value to the 
display department and close cooperation is particu- 
larly advisable in this direction. The reverse is 
equally true, for a good displayman must be a close 
student of the likes and dislikes of the public. 

The display manager is just as important to a 
store as the advertising manager, the merchandise 
manager, or any other similar official, and it has 





Attractive and Novel Perfume Display by Edward Munn, Director of Display, Franklin Simon & Company, New York City 
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Patch Poster Effect Sports Wear Display by Edward Munn, Director of Displays, Franklin Simon & Company, New York City 


always been a mystery why, on the average, the dis- 
playman is so poorly paid in comparison to the 
others. More attention should be given to a develop- 
ment of the art and all that it embraces. One of the 
best ways to do this is to develop assistants, the 
young men of the profession, who will carry on the 
work that the present-day artisans leave behind. 
Such procedure, coupled with a more unified effort 
toward educating the merchant in the power of the 
medium and importance of the displayman, will make 
the position a more dignified and remunerative one. 

The progressive display manager is today looking 
up to a brighter, more certain future by reason of 
his close application to the principles of the store he 
represents, and more of them must follow his foot- 
steps if they hope to be successful. 

If the window displays of a store are tied up and 
coordinated effectively with the other forms of adver- 
tising representing that particular business institu- 
tion, it will not be long until the people of the city 
will begin to realize that what they observe in the 
stores windows reflect the standard, character and 
dignity of that establishment and all its branches. 

The display window, like a photograph, tells in an 
instant’s time what it would take several minutes to 
portray in words. The season expressed in type says 
“Winter” or “Autumn” but creates a variety of im- 
pressions in the reader’s mind. To one, winter is 
bleak and cold; to another, the beautiful whiteness 
of the snow is paramount; to another, the word sends 


genuity and resourcefulness. 








red blood coursing through the veins, for skating and 
skiing become realities. Through the window the 
season becomes animated and the impression that is 
desired to be left fairly uniform. Display is, therefore, 
a natural medium for conveying to the public true 
merchandising facts, which is not equaled by any 
other feature of a retail merchant’s advertising 


program. 

Windows invest merchandise with an interest im- 
possible to create through any other medium, and the 
individuality of merchandise and of a house can be 
dramatized in such a way as to convert many a cus- 
tomer. The manner in which merchandise is drama- 
tized. to bring out the distinct features speaks of the 
success or failure of the display manager. It is easy 
to pick twelve smart-looking dresses from a group 
for a window display, but clever is the displayman 
who, realizing the vogue for white, manages to spot- 
light and register it through his window. 

» Jhe natural relation which the medium of display 
bears to the entire publicity program of a store in 
establishing it as a representative and reputable con- 
cern in the community is an important one. How- 
ever, it can not produce the greatest returns unless 
coordinated with the other departments of the store. 

Displaymen command and nurture one of the 
richest fruit-bearing departments in the organized 
retail business and no profession affords a greater 
opportunity for demonstration of originality, in- 
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Seasonal Opening Displays At Field’s 


Artistry of Unusual Excellence Applied to Displays at Marshall Field 
Co., Chicago, to Better Reveal Winter Modes in Women’s Apparel: 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


NE need not be a connoisseur of the arts, 
nor even a displayman with super accom- 
plishment to his credit in order to prop- 
erly appreciate the fact that the present 

series of show window decorations at Marshall Field 
& Company are far above the ordinary in artistic 
merit. Indeed, the excellence of Arthur V. Fraser’s 
handiwork in the fall opening windows is quite ap- 
parent to the average layman, and this claim maybe 
readily proven to the satisfaction of anyone who-will 
casually linger about these windows, watch the effect 
they have on the passerby and listen to the comment 
—studied or spontaneous—as.expressed by those who 
are attracted by and interested in them. 


There are those who say, and who very likely be- 
lieve what they say, that “artistic window back- 
grounds merely attract attention to the artistic ele- 
ments at the expense of the merchandise.” To a 
certain extent this is true, for the reason that there 
are degrees and degrees of art applied to the decora- 
tion of show window backgrounds. The “art” dis- 
played in some show windows may be so ill-conceived 
or badly executed, or both, that the final result is an 
absurdity. While in other windows the artistic con- 
cept may be all right in itself but wholly or partly 
unrelated to the purpose of the display event or the 
merchandise displayed. 

This situation is not as bad as it used to be, due 
to the fact that show window backgrounds and deco- 
rations are now manufactured on a large scale, the 
designing, supervision and production being under the 
direction of a competent artist, thus providing show 
window decorations of unusual merit for retail stores 
generally. Nevertheless, there is still the matter of 
making the right selections in what is bought for a 
special event, how it should be used in connection 
with other decoratives, and how the final decorative 
effect obtained applies to the merchandise displayed. 
Obviously there is room for insufficient experience 
and bad judgment to justify much of the criticism 
extant. 

However, this is never the case at Field’s, for Mr. 
Fraser knows art as well as he knows window dis- 
play and always succeeds in applying art and art 
principles to his window creations so that the art so 
used is subordinate to the purpose of the display, 
which in this case amounts to nothing more nor less 
than the proper presentation of new styles and qual- 
ity merchandise at the opening of each season by the 


world’s greatest retail store. Much is expected of 
this store and the window displays must be as auspi- 
cious as possible to still be in proper dignity and 
good taste. People do not look in Field’s windows 
for bargains—they look to them for STYLE! More- 
over, Field’s custom is not confined to the locality of 
Chicago, but it is a great deal more than that. It is 
not only; state-wide, but nation-wide, and to some ex- 
tent at least, world-wide. 

The point made above with respect to Mr. Fraser’s 
ability to make art subordinate to the display of 
stylish merchandise is illustrated with particular 
emphasis in the five windows comprising that section 
between the corner window at Washington Street and 
the main entrance on State Street, two of which are 
pictured herein. 


Two different decorative treatments were used in 
the section of five windows above mentioned, three 
windows being treated with one decorative idea and 
the other two with another. Both, however, were 
obviously interrelated and connected, making a com- 
plete scheme for the entire section with each indi- 
vidual window a unit of the whole. The back and 
side walls of the windows were flat, covered with 
black broadcloth or similar material. The floors were 
carpeted with dark blue carpet. In those windows 
where the recessed arch and decorative column are 
used, metallic lace in gold with touches of red is used 
flat over a background of lavender. The column to 
the right under the arch is finished in gold from the 
top down to where the carved ornamental work stops 
and from this point on down to the base the finish 
is of a dark, but distinct blue. The base of the 
column is ornamental in treatment and also finished 
in bright gold. 

The ornamental base upon which the figures are 
posed, which, as may be noticed, constitutes an impor- 
tant part of the decorative scheme, consists of a 
solid piece of black lacquer about eight feet long and 
between 9 and 12 inches high. The dargon figures 
at each front corner of this sub-base, and upon which 
the next piece rests, are finished in gold rubbed over 
with green. The top surface upon which the figures 
are posed is finished in mottled blue effect. 

The chairs used in connection with these displays 
are highly ornamental, made specially for these win- 
dows. They are finished in green and lavender with 
a cushion seat of bronze leather. 

From the above description of the colors used in 
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these decorations, it is not diffi- 
cult to understand that these 
things were selected with the 
idea of achieving certain har- 
monious and contrasting ele- 
ments in the backgrounds to 
properly emphasize the out- 
standing features of the trim- 
mings, colors and materials used 
in the new season’s costumes. 
Women’s dresses, millinery and 
other items of apparel show 
considerable use of metallic ma- 
terials and trimmings, such as 
gold and silver lace, silks of va- 
rious kinds heavily trimmed 
with beads, rhinestones, sequirs 
and bright colored jewels. The 
dark backgrounds offer the most 
striking contrasts to the me- 
tallic materials and the addi- 
tional ornamentation used to re- 
lieve the plainness of the black 
walls are taken from the colors 
and trimmings of the costumes. 

So far, so good, but we have been talking about 
backgrounds mostly. Let us consider the posing of 
the figures and the display of the merchandise. The 
female figures used in this set of windows were posed 
and modeled from life. In the window showing the 
single figure holding aloft a.nut, the posture and 
facial expression are remarkably well done. No less 
remarkable is the life-like action in every detail of 
the animal in the attitude of begging for the morsel 
of food held out of reach. The expression on the 





One of the Series of Interesting 
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Displays at Marshall Field & Co., Chicago 





One of Arthur V. Fraser’s Fall Opening Displays Described in This Article 


face of the figure of the woman clearly indicates that 
she is teasing the animal. 

There is, with all the life-like features, enough of 
artificiality purposely injected into the execution of 
these figures to keep the mind of the average person 
from becoming enraptured with the purely artistic 
qualities of the artistic posing. All these things are 
meant to, and ultimately do, concentrate the attention 
of one to the beauty of the single evening gown worn 
by the figure, which is an elaborate creation of me- 
tallic lace heavily trimmed with beading, pearls and 
other intricate ornamentation 
a la mode. 

For every thousand women 
who have looked at this win- 
dow trim and finally at the 
gown, there will no doubt be 
few, indeed, who will not re- 
member it quite clearly to the 
smallest odd bit of ornamenta- 
tion. This window was intended 
to show one particular gown, 
the style, quality and individual- 
ity of which would not allow 
another to be displayed in the 
same ‘window with it. And all 
the decorative treatment ac- 
corded to the setting contributed 
to this end and was subordinate 
to that purpose. 

Each window presents a to- 
tally different art subject in 
which one or two figures are 
used in characteristic attitude 
and posture. 
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Do Not Neglect the Advertised Goods 


Failure to Realize Sales Possibilities in Displaying Products That Are 
Nationally Advertised Result in Great Losses to Retail Stores 


By CARL W. AHLROTH 
Display Manager, The May Company, Los Angeles, Cal. 


ISPLAYMEN who fail to take advantage 
of: the unusual sales possibilities in the 
showing of nationally advertised products 
are not giving full value for the money 

received as salary. Display contests with cash and other 
valuable prizes for the winners are great incentives for 
featuring this merchandise, but they should have no 
marked influence on the frequency of exhibition. 

Nothing is farther from the truth than the assertion 
of the displayman who would advise against the dis- 
piaying of brand products on the ground that they have 
a tendency to cheapen the general atmosphere of the 
store’s merchandise policy. There is nothing cheap or 
objectionable in powerful, honest and beautiful adver- 
tising. It would be hard to conceive of the scope of 
this publicity having any other effect than good. 

The products themselves are not cheap, but almost 
invariably are the best that the world’s markets afford. 
One is caused to wonder the reason for the opposition 
that does unquestionably exist in some stores. 

It is an undeniable fact that more than 60 per cent 
of the merchandise carried in the stores today come 
under the classification of “nationally advertised,” and 


when the billions of dollars annually appropriated to 
spread the merits of these products and create the con- 
sumer demand for them are considered, one feels com- 
pelled to ask for a defense for the failure to support 
this advertising through appropriate displays. It also 
gives cause for wondering if the displaymen condemn- 
ing the showing of advertised products is not actuated 
by some selfish motive, for he certainly cannot have the 
interests of his store and his employer much at heart. 

Drug store displaymen seldom make such asser- 
tions, but there are far too many department store dis- 
play managers who attempt to discourage the practice 
in question. What would happen to the department 
store of today that failed to carry such items as Cheney 
Silks, Rogers Silverware, Pyrex Glassware, Haviland 
China, Quaker Craft Lace, Heywood-Wakefield Furni- 
ture, Manhattan Shirts, Arrow Collars, Hickok Belts, 
Hoover Cleaners, Gossard Corsets and hundreds of 
other nationally advertised items? It could not profit- 
ably exist, for these products form almost two-thirds 
of the retail merchandise that is manufactured or 
produced today, not only in America, but many of 
the foreign countries as well. 


This Artistic Display by Mr. Ahlroth Won First Prize in the Recent Heywood-Wakefield Furniture Company Contest 
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Without the use of nationally advertised products 
in the displays it would be interesting to know what 
merchandise the display manager uses when he installs 
his displays, how long these showings remain in and 
how many various lines are presented through the bat- 
tery of display windows during the course of one year, 
exclusive of displays utilizing merchandise with the 
“stigma’’—nationally advertised. 

Although a large percentage of the lithographed 
material sent out by national advertisers can not be 
satisfactorily used by the retail department stores, 
some of it can be used, and to the advantage of both 
retailer and manufacturer. It must be admitted, how- 
ever, that many ideas can be obtained from the ma- 
terial for making up the display. 

It is a well-known fact that a display devoted to an 
individual item, either through the use of whole win- 
dows or in units, produces the greatest results. It is 
a knowledge of this fact that has motivated the hold- 
ing of national display contests with large prizes for 
the best and most successful displays. 

Prize contests are’ becoming more numerous each 
year, and in a recent one there were more than five 
thousand entries. All the displaymen participating 
produce their best effects, which are presented to the 
public in the form of window display masterpieces 
showing the merits and every possible artistic touch 
that can be brought out of merchandise. 

But displavmen should not wait for the announce- 
ment of a prize contest té install a certain class of 
merchandise. They should have enough merchandising 
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Display of Herati Rugs by Mr. Ahlroth Created for Sales Results and Later Entered in National Contest, Winning First Prize 
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instinct to know when a product will appeal to the 
public or the method of display necessary to increase 
the business of a department. Some of the most suc- 
cessful entries by the writer in contests of nationally 
advertised goods were those that were installed for the 
primary benefit of the store and were later entered in 
announced contests. 

In the displays illustrated here nationally adver- 
tised goods have been used and the ideas secured by 
developing some phase of the manufacturers’ mer- 
chandising appeal. Note the elegance of the back- 
ground setting in the Heywood-Wakefield furniture 
display. High-grade wax figures have been used to 
show the furniture to the best advantage in this gar- 
den scene. Natural flowers, grass rugs and appropriate 
decorations added much to the beauty of the furniture. 

An Oriental atmosphere was appropriately used in 
the display of Herati rugs. This was created to in- 
crease the sale of rugs during a slack season and was 
later entered in a contest conducted by the distributors. 
It not only proved a wonderful stimulator for mer- 
chandising these rugs, but was awarded first prize, 
$1,000, in the national contest. 

Quite an arresting feature of the display was the 
draping of the rugs to take the place of awnings and 
to form the spear-supported canopy. The Oriental 
man, smoking an odd-shaped pipe, created an interest- 
ing atmosphere. The stone blocks on the floor, high 
arch in the rear center, stone pilasters, Oriental vases, 
etc., made a harmonious and beautiful setting for dis- 
playing this very difficult class of merchandise. 
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Stimulating Christmas Toy Business 


Resourcefulness and Imagination Required in Displays Prepared to 
Attract Toy Purchasers—A ppeal Must Be to Both Adult and Child 


HRISTMAS toy displays to prove suc- 
cessful must be made with an appeal to 
both young and old. The paramount idea 
in their construction has always been to 

allure the heart and eye of the child, a practice which 
should be continued, but the fact that grownups are 
the real purchasers of toys must not be forgotten. 
The parents, of course, are delighted with the appeal 
that is made to the children, both in the window and 
interior displays, and the fact that the children are 
made happy puts them in the best frame of mind to 
purchase. 

Sut where the child wants to be delighted, thrilled 
and entertained the intelligent parent asks, Is the toy 
instructive and educational? What purpose will it 
serve in the development of my child? Will it 
quicken his perception, increase his powers of ob- 
servation, better coordinate physical and mental 
talents? In answer to these questions is a world 
of child psychology which only a few toy depart- 
ments have stressed. 

Every toy has an educational value, for toys are 
the materials with which the child builds his world. 
Viewed in this light, the toy is not only a present for 
Christmas, but an ally in his physical and mental 
development. 

The wise parent will also be interested in the dur- 


ability of the toy, because she knows how hardy the 
toy must be to withstand the onslaught of children’s 
vandalism. The parent also knows that the loss or 
breakage of a toy often is a major tragedy in the life 
of a child, and she wants to guard against the possi- 
bility of the child’s unhappiness by getting the best 
and most durable playthings she can find. Price, too, 
is a major consideration in the parent’s mind, or, at 
least, price in its relation to quality, and the appeal 
that is made to the parents should include a con- 
sideration of this element. 

It is the effort to stimulate the joyous enthusiasm 
of children, however, that puts the real pleasure into 
Christmas toy promotion. The displayman or mer- 
chant who does not enter into the spirit of the season 
sufficiently to feel and understand the emotions of 
his small customers is at a disadvantage in competing 
with stores who do. 

One of the devices many toy departments have 
successfully employed to create a holiday atmosphere 
is the particularization of the department by giving it 
a name. Land of Toys, Jungleland, Toytown, Tiny 
Toy Shop, Wonderland, Toyland, Port of Playthings 
are some of the names that have been given by stores 
to their toy departments. Names of this character 
stamp the department as a distinctive shop for Christ- 
mas selling and give it a seasonal appeal. 


Display of Toys Designed to Stimulate Imagination of Children by M. F. Hershey, Stewart D. G. Co., Louisville, Ky. 
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Decorating the toy department in the spirit of the 
occasion and tieing it up with the displays in the win- 
dows makes it a delight to both young and old. An- 
nouncement of special events to be featured in the de- 
partment can be made through the window, for there 
is no other class of displays that attract such large 
and constant crowds. Every article and every word, 
whether on a card, container or the toy itself, is care- 
fully read. 


Backgrounds in displays form an important part 
in gaining the desired atmosphere. This was ingeni- 
ously handled by several stores last year. The fa- 
miliar bright, seasonal colors such as green, red and 
yellow, always catch the eye and suggest a wealth of 
associations. The use of Mother Goose figures can 
be cleverly and effectively handled as was done in 
the display shown here by M. F. Hershey, display 
manager of Stewart Dry Goods Company, Louisville, 


Ky. Every child and parent is familiar with the high. 


jumping cow, Peter, the Pumpkin Addict, the Old 
Woman in the Shoe and other nursery characters. 


Announcements of the opening of toy shops last 
year were made with fanfare and flourish. Several 
stores showed great ingenuity in heralding their open- 
ings, and among the most elaborate was that of R. H. 
Macy & Company, who organized a parade that 
marched through the heart of New York. In many 
respects it was like a circus parade and was widely 
advertised in the newspapers. Several other stores 
throughout the country announced ‘their openings 
with parades. 
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Interesting Showing of Christmas Toys With Strong Appeal to Both Young and Old by W. R. Harre, Maas Bros., Tampa, Fla. 
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Animated toys and animals that were life size 
were utilized in the windows of J. N. Adam & Com- 
pany, Buffalo, N. Y. Rhinoceroses, elephants, trained 
seals and donkeys performed their stunts, and the 
antics of mechanical clowns added to the interest of 
the windows. 


A life-size electric zoo with two live clowns was 
shown in the window of Maison-Blanche Company, 
New Orleans. The response that immediately fol- 
lowed indicated the success of their appeal. 

A miniature auto show which coincided with the 
London Motor Show, then in progress, was one of the 
features used by Selfridge’s, Ltd., of London, Eng- 
land. Copies of practically all of the well-known 
brands of cars were shown. In keeping with this 
modern improvement in Christmas openings the 
store’s Santa Claus arrived by aeroplane. He 
alighted at an air station, entered a large red touring 
car waiting for him, and, surrounded with his bags 
of toys and a sign telling his destination, rode through 
the suburbs and streets of London to Selfridge’s. 
This spectacular event was heralded by all the London 
papers as the outstanding display stunt of the year. 


Imagination and resourcefulness will be required 
for the deft touches needed to capture the enormous 
amount of Christmas toy business, but with the 
thought constantly in mind that both adult and child 
must be appealed to skilled merchandisers will have 
little trouble in drawing upon their ingenuity in pre- 
paring appeals that will stimulate parents, relatives 
and friends of children to select ‘gifts. 
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Bank Display Past Experimental Stage 


Universal Recognition of Value of Window to Banks Responsible for 
Marvelous Progress Shown in This Field During Last Decade 


By H. B. PROCHNOW 
Assistant Manager of Publicity, Union Trust Company, Chicago, Illinois 


HE originality of the ideas presented in 
display, their attractiveness and their gen- 
eral effectiveness, have demonstrated con- 
clusively the profitableness of window 

displays in merchandising. One can see the results 
of the creators and developers of all that is accepted 
and approved in good displays in the store windows 
of every city. Enthusiasm and earnest efforts have 
won for this medium a high place in advertising 
councils. 

In the business of promoting and carrying on the 
numerous activities, the display industry may not 
have noted that there is a newcomer in the family, 
that it is the father of a new child—bank window dis- 
plays. Although this child has distinct characteris- 
tics of its own, those who are particularly interested 
in its development hope that it will be a regular chip 
off the old block. 

Ten years ago the member of the bank staff who 
wielded the advertising baton did not give a great 
deal of thought, in the majority of cases, to the part 
that window advertising played in the symphony of 
mediums he directed. There were, it is true, a few 
pioneers in the field of bank advertising even at that 
early date, but in most instances windows were not 
used at all. Perhaps some banks felt that everyone 
in other lines of business seemed to be using displays 
and that it was the progressive thing to do. 

During the last decade, however, there has been 
a constant improvement in bank displays and an 
earnest striving on the part of those in the field to 
acquaint themselves with a knowledge of this medium 
that shall put them en rapport, or, to use good Amer- 
ican, in jake with the elite of the profession. Experi- 
mentation with various appeals and the results of the 
experience given from other fields served to guide 
the development of this new medium. A great many 
bank advertising men have learned that when the 
poet said, “Full many a rose is born to blush unseen 
and waste its fragrance on the desert air,” that the 
quotation applied equally well to bank window dis- 
plays, for in the course of their development many a 
display that seemed a real rose later blushed unseen 
and wasted its fragrance. 

Mistakes are made in every line of endeavor and 
bank windows have been no exception. There are 
probably times when mistakes have been placed in 
a last minute rush to have something in the window. 

Displays are sometimes prepared which apparently 
have all the attributes of success. Elaborate plans 


are made and comparatively large sums of money 
spent but the window be bankrupt in attention-get- 
ting power. Appeals and ideas that have been tried 
and failed might be enumerated, but pathos and sad- 
ness have no part in this discussion. There is no 
reason for picking out the arid wastes when there 
have been so many oases. 

In Chicago’s downtown district one can name 
offhand half a dozen large banks which, in the last 
year or two, have opened up bank windows or have 
increased the space they already had. There are one 
or two now that already have approximately a half 
block of windows. There probably isn’t one bank 
that has put back the iron bars and the black and 
gold paint after having once used its windows for 
advertising purposes. Of all the large banks in 
Chicago’s loop, there are today only one or two with- 
out window displays and none, so far as I know, 
without lobby displays; practically all of them em- 
ploy both. 

As an illustration of the importance of window 
displays to banks, take the case of our own institu- 
tion, the Union Trust Company, Chicago. By actual 
count, we have found that approximately one hun- 
dred thousand people pass our windows every day. 
That means a total of over seven hundred thousand 
every week to whom we can give our message when 
they are right at the bank’s door. Comparatively 
speaking, a bank in a town of 500, where 150 or 
more people pass its door every day, making over a 
thousand a week, has as valuable windows as we 
have. The bank in such a community considers its 
local weekly paper a good advertising medium, and 
perfectly rightly so, but it neglects the most direct, 
efficient and economical advertising medium it has 
available—its own windows. 

In giving these figures, I am reminded of the 
rhyme of the “Ancient Mariner,” which a majority of 
us read when about the age of Skinny in Brigg’s car- 
toons. At that early age, however, you may have 
missed the sales message. In the first verse the author 
says: 

“It is an Ancient Mariner, 
And he stoppeth one of three.” 

In that verse we learn that this old “salt,” the 
Ancient Mariner, was no mean salesman. Three poor 
prospects passed by and he got one to stop, which 
starts him out with a thirty-three and one-third per 
cent return on ‘his efforts. The story indicates that 
the prospect who stopped was on his way to a wed- 
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ding feast as a guest and naturally felt that he 
couldn’t be worried about lingering to listen to the 
Mariner’s sales talk, but the Mariner kept right on 
and the author says of him: 
“He holds him with his glittering eye— 
The Wedding Guest stood still, 
And listens like a three years’ child: 
The Mariner has his will.” 

On these two verses alone there hangs a tale of 
considerable significance. A hard-hitting salesman 
goes out and stops three apparently poor prospects 
simply because he is a good and persistent salesman 
who knows he has a real story to tell. 

Every day one hundred thousand people, as much 
in a hurry and as busy as this wedding guest, pass 
the windows of the Union Trust Company. If we 
can equal the Ancient Mariner’s one-third return, 
33,000 people daily, or 230,000 a week, will read our 
sales messages. And any medium that has potential 
possibilities of that kind must receive consideration. 

One would probably be called a dreamer if he 
ventured to say that in the bank window display field 
one might some day find rivals of the windows of 
Marshall Field and other great merchandisers. Is it 
difficult to imagine a great financial institution with 


elaborate window displays around a full city block? . 


You may answer yes, but is that really impossible 
when the ideas are there to sell, just as they are in 
any other business? You may say, “But you have 
nothing tangible, nothing definite to sell,’ to which 
the answer is that we have everything to sell that 
all merchandisers combined have. 

In our savings department, for example, we have 
people saving for hundreds of different reasons— 
vacations, trips to Europe, pianos, homes, radios, 





Display at Union Trust Company, Chicago, 
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Featuring a Current Song, “That Little White House on the Hill.” 
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Christmas money, proprietorship, etc. The goal is 
what we aim to sell and saving is the way to reach 
it. Through windows we can visualize the method of 
reaching that goal and in many cases give a picture 
of the goal itself. The foreign investment, commer- 
cial and other departments, provide material for dis- 
plays fully as good as that of the savings department. 

The old idea in bank displays: was to sell a man 
the fear of getting old at sixty-five without money— 
the thought, that nine out of ten individuals over a 
certain age are dependent upon relatives or the state. 
The moral was to save. 


Today in our window displays we try to sell suc- 
cess and the attainment of a goal such as independ- 
ence, education for the child, a home, or some other 
worthwhile ambition. Our aim now is not to hold 
up the picture of despair, but rather to spur on to 
achievement with the help and cotnsel of the bank. 
Everyone is interested in a sales appeal of this kind. 

We very seldom use a display unless it ties in with 
our own bank story. We find also that whenever we 
can tie up in a dignified way with what is current 
news that the success of the window is practically 
assured. Department stores and all other retailers 
do that in a number of ways, of which style is merely 
one example. We recently featured a world series’ 
baseball window, an event which attracts the atten- 
tion of practically every person in the country. 


Football is given an important place on our 
schedule now. It is, of course, impossible to enumer- 
ate all of the ways in which windows can be tied in 
with timely and seasonal advertising. Current news 
or a notable event which lends itselt to the message 
you are trying to convey through your windows can 
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Two Powerful Displays at Union Trust Company, Chicago. 
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Upper, Based on Moving Picture, “Empty Hands,” Featuring a 


Telegram on Thrift From the Star; Lower, Dollar Display Showing a Dollar Spinning Continually on Transparent Plate. 


not ordinarily be anticipated, but if the person who 
has charge of the windows is constantly on the look- 
out countless opportunities will present themselves. 
We learned long ago that motion just for mo- 
tion’s sake is not a satisfactory method of appeal. 
However, when properly tied up with the bank’s 
story, it ordinarily works very successfully, and we 
have had some interesting displays based on motion. 
The ideal window display, perhaps, is one where 
the message can be changed almost from minute to 
minute, so that it applies to every individual passerby. 
To accomplish this we prepared a display with two 
machines, one of which was set in the window, while 
the other was placed some distance away. The oper- 
ator of the latter machine could see the passerby and 
any message he might write at this machine would 
be duplicated in his handwriting by electricity on the 


machine in the window. That practically amounted 
to personal solicitation of savings accounts, for 
passersby could be spoken to right at the door of our 
savings department. 


The message changed continually and was in a 
sense “made to measure” for whoever happened to be 
at the window. In using this kind of display, it is a 
good policy to have a number of “pieces of copy” 
prepared in advance for the use of the operator, so 
that his messages hold the interest of the lookers-on. 


The operator of the machine might write: “I 
like the smile of that gentleman with the blue neck- 
tie. He looks as happy as a man who has a savings 
account in our savings department and deposits in 
it regularly.” Then, for the benefit of the crowd: 
“You are now looking into the savings department 
of the Union Trust Company, which is one of Chi- 
cago’s three oldest banks. Fifty thousand Chicagoans 
have savings accounts here. 

We also believe in color and in the billboard 
effect, or what some might call “smash,” in many of 
our windows. If you were to charge a person ten 
dollars for a whisper, or one hundred dollars for a 
real yell, everyone would choose a yell for one hun- 
dred dollars ; one could whisper ten times for ten dol- 
lars each and still not put across his message. In 
windows, of course, we avoid the flamboyant and the 
things that are too spectacular, but it does not pay 
to whisper the message we have. 

Once a bank begins using its windows, their value 
will be so evident that a definite part of the advertis- 
ing appropriation will be set aside for decorating 
them. The same degree of care and thought will be 
used in “writing the copy” and preparing the layouts 
for the windows as is used in writing the copy and 
making the layouts for the other advertising mediums 
which the banks employs. 
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King No. 500 
For 200 W. Lamps 
$6.00 
Including Holder 
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Queen No. 510 
For 200 W. Lamps 
$6.00 
Including Holder 


They’re New! 


For 30 years X-Ray Reflectors have 
been helping the displayman put 
his ideas across to the buying public. 
Now four brand-new X-Ray Re- 
flectors, more efficient than ever 
and at new low prices,—are ready 
to help the displayman to success- 
ful merchandising. 


GGRGIIIS: f 


Send Now for Information! e 


Jack No. 400 


For 150-100 W. Lamps 
$450. fmmae CURTIS LIGHTING, Inc. 
Including Holder 
j 1119 W. Jackson Boulevard 


CHICAGO 


es 
DLA, 


thy 


Jill No. 410 
For 150-100 W. Lamps 


$4.50 
Including Holder 
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Encouraging the Christmas Shopper 
Experience Shows That Public Will Purchase Christmas Merchandise 
as Soon as Holiday Atmosphere Is Evident in the Show Window 


By J. WALTER JOHNSON 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 


UCH a short while since and we were in 

the midst of the Christmas season with 

all its hurly-burly and rush. We were 

tired as were you, no doubt, and glad to 
have a new year end the festive season. The year 
has flown and approaching us again is Christmas 
with all its anticipatory delights and plannings. 

It is the fraility of human nature and the bless- 
ing that we can forget the aches and pains and re- 
member but the delights of existence. Perhaps not 
to everyone but to the most of us Christmas is the 
heart of the year. We delight in the spirit of the 
season that seems to fill the very atmosphere. Every- 
one works with added zest and energy. The average 
shopper is more willing to be pleased and more will- 
ing to be enticed to buy. 





Since this is the case, cur whole endeavors from 
now until Christmas should be to assist the hoped- 
for buyer to get into the proper Christmas spirit. 
Let your windows breathe the spirit of love and giv- 
ing, of hope and life, of unselfishness and charity. 

Below is a drawing that we feel is in accord with 
our ideas. The background is of caen stone, imitation 
or the real thing. In the center arrange a large scenic 
Christmas panel framed in holly and berries exag- 
gerated in size (metallic leaves preferable). The 
step arrangement is especially good at this season of 
the year as the desire is to show many small gift 
articles. Illuminated torchieres give an added touch 
of brilliancy to the display, and old Santa in his coat 
of brilliant red and shiny boots help give the Christ- 
mas atmosphere to complete the display. 


Christmas Display Background Suggestion by J. Walter Johnson, The Powers Furniture Company, Portland, Ore. 
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Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES co. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BENJAMIN ELECIrRIC MFG. CO. 
120-128 So. Sangamon Street 


Window Reflectors—Lighting Equipment 


THE BODINE-SPANJER Co. 
1160 Chatham Court 


Distinctive Display Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1114 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 
THE HECHT FIXTURE CO. 
620 Medinah Building, Wells and Jackson 
Everything in Display Fixtures 








HIGH LUSTRE PLUSH CO. 
1757 North Central Park Avenue 


Plushes, Velours and Display Fabrics 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


THE MURDISON COMPANY 
316 North Michigan Blvd. 


Anaglypta and Decorative Papers 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Avenue 


Show Card Boards, Mat Board, Cut-Outs 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 
SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 
Window and Interior Decorations 








SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning djsplaymen and merchants 


everywhere—and 


recommended 


to progressive purchasers by the 


Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Co. 
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Fore and Aft Window Mikel: tale 


Utilization of Rear End of Stores for Display Windows and Light 
Source Instead of Storage Space One of Latest Sales Ideas 


By A. WATTERS 


President, Barrett & Watters Company, Toronto, Canada 


HY, oh, why, have so many of us overlooked 
the tremendous selling power of the win- 
dows at the back of stores? Headway is 
rapidly being made in developing the sales 

power of the front display windows, but the full value 
of window display efforts can only be realized when 
the fronts and backs of the stores are linked together. 
We are long past the spider and the fly stage of 
attracting buyers from the windows into the store. It 
simply means that the time has come when the human- 
izing of the stores must be more completely carried out. 
All mankind, including shoppers, incline to the wide 
open freedom of choice and clear view selection. That 
means making the whole store inviting from a natural 
standpoint of view, in addition to the well-ordered inte- 
rior mechanism so well developed in stores to date. The 
biggest means to that end, of course, is to let the light 


of day into the stores to the extreme limit consistently _ 


possible in every instance. 

One of the best means available to stores not occupy- 
ing entire blocks of space is that of utilizing the rear 
end of the stores as windows instead of as interior 
offices so prevalent now. That space is far too valuable 
to be occupied for the purpose of offices, which, if 
necessary, could more profitably be placed on mezza- 
nine floors along the left wall in part length of the store, 
or as far forward as needed. 


Hvory 
Garters 
Wash / 


Example of Windows at the Rear End of Stores 


The effect of clear daylight pouring in from the 
entire back of the store will connect with such day- 
light as comes in from the front windows, with bene- 


ficial effect throughout the store in many more ways 
than one, as will be readily obvious to the reader. 
Among other benefits, it attracts buyers to the rear 
part of the store, which in itself has been no small prob- 
lem for such a long time past. Such back store window 


Display Window at Rear Entrance of a Chicago Store 


lighting can easily lead to the space in that-part becom- 
ing as valuable as space anywhere in the store, 

The idea is not necessarily new, but it has certainly 
been neglected longer than it should have been, taking 
into account how keenly the attention of all interested 
has been centered upon the many phases of store dis- 
plays, including the tying up of the window with inte- 
rior store displays. Passersby will be attracted by 
interior store bright daylight as well as they are so well 
known to be attracted by front window brightness of 
displays. There is no end to the development possible 
in the direction of back window daylight arrangements. 

In many cases, as time progresses, we might very 
easily see the thing developd into tea gardens being 
established leading from the back store doors instead 
of the wasted space very often given over to the accu- 
mulation of empty cases and other wreckage. 

The advantages of seeing merchandise at the back 
of the stores under daylight conditions will be apparent 
enough to all interested in retail selling. The larger 
stores occupying entire blocks on two or more sides of 
a corner location do not seem to come under the heading 
of the above suggested store arrangement, but, as the 
center of block stores are in the majority anyway, there 
is no doubt but what the back store window daylight 
would be of considerable value to them. 
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Window Display of The May Company, Department Store, Los Angeles, Showing How 
“Sol” Satine Can Set Off a Display 


And Now The May Company---Los 


Angeles---are using “Sol” Satine 
in their Display Windows 








Where artistic presentation is 
depended on to show merchan- 
dise at its best, there you will 
find that fadeless *‘Sol’’ Fabric 
lends its grace and rich lustre 
without intruding. 

For displays of jewelry, 
furniture, silverware, apparel, 
toilet goods—in 
fact, wherever a 
splash of color, 
deep black or 
gleaming white 
will enhance at- 
traction — there 
you will find 
“Sol” indispensa- 





REG.US. PAT. OFF, 


price makes it decidedly eco- 
nomical. 

You're sure to find just the 
shades you need on our chart 
of 36 colors; 32, 36 and 54 
inches wide. 

We wish to emphasize our 
prompt service in delivery. A 
complete stock of 
every color and 
width insures our 
customers imme- 
diate shipments. 
Your complete 
satisfaction is our 
greatest concern. 


Samples and _ color 


ble. And its low BRIGHT AS THE SUN chart sent on request. 
WEARS FOR EVER 


S. M. HEXTER & CO. 


Sole Owners 


. Cleveland, Ohio 
‘ New York Office: 1140 Broadway 
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Display Survey Shows Needs of Dealer 


Exhaustive Research Program Conducted by Material Manufacturer 
Reveals Merchants’ Window Problems and Aids in Their Solution 


By C. G. Munro 
President, Munro & Harford Company, New York City 


HE value of window display advertising 
as a means of increasing retail sales has 
never been questioned. With the almost 
universal use of this kind of advertising 

material by progressive manufacturers, there has 
been a desire on the part of the advertiser to know 
more about the real selling and merchandising value 
of such window displays from a retail sales stand- 
point, and to learn also the general attitude of the 
retail dealer himself on this method of helping him 
to increase sales of the goods that must pass from 
his shelves into the hands of the ultimate consumer. 

There has occurred also some criticism of waste- 
fulness in distribution or actual usage of window dis- 
play advertising. A certain amount of waste is, never- 
theless, one of the elements of progress, and to offset 
it there always exists a strong hope to improve, to 
learn by experience and to profit thereby. This desire 
on the part of all concerned has led to the completion 
ot many excellent and comprehensive efforts to obtain 
the actual facts in connection with the manufacture, 
distribution and use of the material under discussion. 

Through the activities of individual advertisers, 
a few advertising agencies and the Window Display 
Advertising Association, all have assisted in the gen- 
eral knowledge of this subject. 

It was the desire of the company I represent to 
contribute our share toward the program of what 
may be called “More Sales From Better Window 
Displays,” by presenting the attitude of the retailer 
himself toward the material furnished him, which 
becomes a part of his selling equipment and effort. 

The retailer knows that window space and counter 
space are fully as much an investment from which 
he wants a profit as any commodity that he buys to 
sell at a profit. In as much as his store is a place 
where the final sale is consummated, it is but natural 
that we should turn to him and respect his opinion 
on the real sales value of window displays in the 
retailer’s store. 

We decided to cover that part of the field which 
to our knowledge has not previously been touched -by 
taking a census of opinion, so to speak, of the repre- 
sentative retail storekeepers of this country. We 
concluded to confine our first efforts in this direction 
to the major channels of merchandise distribution, 
especially those handling commodities of every-day 
existence—the items that are most often purchased by 
consumers. 

Outside of some specialty store, shoes, clothing 


and others (not logical users of much display ma- 
terial that could be manufactured in large quantities), 
we learned that our objectives were the hardware, 
grocery and drug stores. These retailers offered con- 
ditions of retail selling most prevalent in all lines, 
and were, therefore, considered typical and favorable 
to the securing of the information desired. 

Carefully selected lists of these stores were com- 
piled from almost every state in order to secure a 
fair representation and an accurate cross-section of 
the three classifications. A series of questions was 
as carefully prepared, and at different times in the 
year the so-called “questionnaires” were mailed to 
the hardware, drug and grocery stores throughout 
the country included in our lists. Each questionnaire 
was accompanied by a short letter requesting the in- 
formation desired. Outside of an offer to send to 
each merchant who returned the information a copy 
of the, resume that would be made up from ail the 
answers received, no special urge was used to secure 
replies. We were particularly anxious that all in- 
formation should come spontaneously, principally as 
an indication of the interest of the merchant in the 
subject. 

We also had representatives call on retailers in 
the three different classifications in an effort to se- 
cure added information that would assist in com- 
pleting this display survey and make it more valuable. 

Three thousand and odd letters and question- 
naires were mailed at intervals. A very satisfac- 
tory number of replies were recived, and in many 
instances letters of one, two and three pages accom- 
panied the returned questionnaires. The returns gave 
evidence that the retailer was willing to take his time 
to furnish information which, it was hoped, would 
prove useful and helpful to others. 

That their replies have been an assistance to many 
is shown by the number of letters we have received 
from manufacturers, advertising agencies and re- 
tailers commenting favorably on the result of our 
survey. 

To give you an idea of the scope of our question- 
naire we asked the hardware dealer, the druggist and 
the grocer, “Do you believe that window display, 
window trim and store display material are selling 
helps?” The answers were 100 per cent “yes.” This 
consensus of opinion is not that of an individual mer- 
chant here and there, because it covered not only 
Washington, California, Idaho and Arizona in the 
West, but Texas, Louisiana, Alabama and Florida in 
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| to beautiful show case displays, customers see the beauty, attribute 
yout greater worth to the goods, and buy them far more readily. Because 
a os to all folks “seeing is believing!” 
" Benjamin Show Case Lighting Equipment is a simple form of sec- 
opy tional construction which makes installation very easy on any type 
the of show case. The lamp sections are made in a variety of lengths 
cure and are joined both electrically and mechanically by simply tighten- 
in- ' ing two machine screws at each joint. The result is a continuous 
y as lighting fixture of very small dimensions, inconspicuous in the show 
the case and with the light shielded from both the customers’ and 
clerks’eyes. Lamps are inserted or changed with unusual ease. Stand- 
Ss in ard tubular lamps, T-10, give an even distribution of light over 
tid the display. Ask our nearest office for full information. 
< 3 Benjamin Electric Mfg. Co. /| 
fac. 120-128 S. Sangamon St., Chicago 4 
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the South, with New York, Pennsylvania and other 
eastern states, as well as Wisconsin, Iowa and Ilinois 
in the Middle West. 

We asked the retailers, “Do you give any prefer- 
ence to the products of manufacturers who offer store 
cards, window trims and window displays?” The 
reply was in the affirmative, and by far the greater 
majority of answers received. The manufacturer 
who doubts the advantage of offering display ma- 
terial should be interested in this attitude on the re- 
tailer’s part. 

Going a little farther, we asked the druggist and 
grocer, “What influences you to use display material, 
the fine de luxe quality of display or the goods them- 
selves?” The druggist took both the display ma- 
terial and the article into consideration. Among gro- 
cers we find that the display material, its usability, 
influenced them to a greater degree in their prefer- 
ential consideration of an article. 


Much criticism has been leveled at window dis- 
play material on the ground that it was rarely used 
more than once, but we do not believe it! In reply 
to our question to the retailers in all three classifica- 
tions, “Do you use display material more than 
once?” an overwhelming majority stated that they 
did, which reply gives food for thought, we believe, 
in as much as it indicates that the general run of re- 
tailers do preserve the most attractive and effective 
material sent them, because they know it helps sell 
the goods on their shelves. Quality counts! 


It is our opinion that a window display which is 
poorly designed and executed is relegated to the back 
of the store after a perfunctory day or so in the 
window, and then shortly to the waste heap. 


We also asked the dealers in all the three classi- 
fications, “How much window display space do you 
generally give to one product?” While this was a 
general question, because it was impossible to name 
any one product, the replies were startling to us! 
An overwhelming proportion stated that they gen- 
erally use a full window, thus proving again the value 
the retailer is beginning to place on his window space. 

We also wanted to know how often the dealer 
changed his window, that is, the actual merchandise 
which is a part of his stock. The reply to this ques- 
tion among retail hardware stores, the general plan 
is once a week; among drug stores the same, and 
among grocers by far the majority of those that re- 
plied dress their windows every seven days. 

In some intsances among hardware dealers we 
find that where there is more than one store, several 
branches, for instance, it was the practice to change 
the windows daily, and the average time of each dis- 
play named one week. Let me emphasize the fact 
that dealers use their windows consistently as a means 
of increasing sales and that is more important than 
how often they change the contents. 

As to the kind of articles, merchandise or prod- 
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ucts sold by the average retail store of today, that is, 
where nationally advertised or not, the present gen- 
eral opinion would hold good. By far the greater 
majority of retailers’ stocks consist of goods widely 
advertised, articles that may be linked up by display 
material to the national campaign or a local cam- 
paign. 

Sixty per cent of the hardware dealer’s stock, 64 
per cent of the druggist’s stock, and a correspond- 
ingly high percentage of the goods carried by the 
grocer, are what is generally termed “nationally ad- 
vertised.” But—only a small percentage of the total 
items are featured by window displays. In particular, 
the hardware dealer’s window is virgin soil for sales 
cultivation with window displays. 

The foregoing are some of the specific facts our 
survey has shown. In the space allotted for this dis- 
cussion, it is impossible, of course, to cover a resume 
of all of our efforts pertaining to the subject of our 
display surveys. But of one fact we are certain— 
that the retail dealer is willing, yes, I might say 
anxious, to use window display material, not only 
as a means of dressing his windows, but because he 
really and truly believes*that window displays actu- 
ally do help him materially in sales. Give him the 
right kind and his cooperation is assured. 

It has not been my purpose to take up or touch 
upon in any way the question of shape, form, style 
of coloring or construction of a window display as 
related to the technical production of same, notwith- 
standing the fact that dealers in many instances have 
shown an interest in these details by offering sugges- 
tions. We know, however, that the dealers them- 
selves believe that a window display in full color, of 
ingenious and durable construction, is more accept- 
able than others—the kind that become unfit for use 
after a day or so in the windows. 


During the course of our investigations that now 
have been extending over a period of nearly two 
years we have come to the following conclusions : 


The manufacturer should make it a point when 
designing and working out his window display ad- 
vertising to consider very carefully the necessary de- 
tails for securing complete cooperation between him- 
self and the dealer. He should see that his window 
display material is made adaptable to the large win- 
dow as well as the smaller ones. This may be ac- 
complished by proper elasticity and flexibility in the 
shape and form of the pieces making up a display. 
He should take as much interest in merchandising 
his display material to the dealer as he does in mar- 
keting his goods. 

In promoting his display with the retailer it is 
suggested that he inform him of his complete plans 
for selling helps. Too many manufacturers are con- 
sulting their own thoughts and particular taste in art 
work and do not pay enough attention to the effect 
the de-‘gn of the window display will have upon the 
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Tere is the card holder 








TILIZING the principle you demonstrate 

when you hold a card between your four 
fingers (and thumb to keep it upright, Sel-Ezy 
Silent en are by far the simplest and 
most efficient card holders on the market today. 


Stamped from a triangular piece of steel with 
the upright portion slightly curved to hold the 
card upright they are simplicity itself and prac- 
tically indestructible. 


Enameled in black, gray and colors, you may 
select a holder that will be in perfect harmony 
with your display and the wide range of sizes 
and styles, holding one, two and three cards, 
give you a holder for every purpose. 


To demonstrate to you that these holders are 
all we claim, we offer you Series “A” and twelve 
other assorted sizes, the regular retail value of 
which is $8.50, ata SPECIAL INTRODUCTORY 
PRICE of $4.00. Just sign the coupon, mail it 
and the holders will be sent to you, and, if on 
examination they are not all we claim, simply 
return the holders and the charge will be can- 
celed. SEND NO MONEY, we trust you. 


FIXTURE SALES CO. 


CHARLOTTE, NORTH CAROLINA 
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retailer, and, of course, upon the consumer or passer- 
by, to which it is actually directed. 


The dealer himself has so many problems of his. 


own to meet that a comprehensive and graphic de- 
scription as to how the window display should be 
set up, perhaps with the addition of the goods adver- 
tised, is essential. Then it will not be necessary for 
the retailer to use his own ingenuity and style when 
trimming his window and possibly not do,as good a 
job. 

The manufacturer should also endeavor as far as 
possible to tie the idea and the design of the window 
display to all phases of his advertising campaign, in 
magazine and newspapers, thus carrying the «<on- 
tinuity of the major thought to the consumer. This 
recreates desire and stimulates action where the goods 
are sold. 

The manufacturer must be careful to see that the 
retailer really carries a stock of the goods that the 
display advertises, for we learn from the dealer that 
too many manufacturers send out displays broadcast 
without regard to the distribution of their goods. 

Another necessary and important thing to con- 
sider, and which has béen criticized by more than one 
retailer, is that the window displays frequently are 
received in very bad condition. Either the displays 
are not manufactured on substantial stock or the 
packing has been poorly done, with the results that 
displays are useless when received. It is this element 
that should be watched especially by those who dis- 
tribute advertising material of this sort, so that such 
waste will be brought down to a minimum. 

The retailer is keenly interested in a window dis- 
play advertising a commodity which is so worked out 
in design and copy as to assist him in selling other 
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commodities that are kindred in character and usage 
to the one featured in the display. 

The dealer often wishes to plan the use of his 
windows. When he is advised ahead of time of your 
display he can arrange the use of them, not on a hit- 
or-miss plan, but in accordance with the time when 
the display arrives. 

The dealer will always arrange to cooperate with 
the manufacturer if he is properly notified ahead of 
time—either by letter or through salesmen—when to 
expect a display. Haphazard distribution of window 
display material brings haphazard results. 

The dealer is not happy over paying “collect” ex- 
press charges or delinquent postage on packages of 
window display material that he has been advised 
will come “prepaid.” Much money is wasted in this 
manner, as has been proved by postal information on 
this subject. Either the dealer refuses to receive the 
package, or it is returned to the manufacturer and 
the manufacturer’s salesman hears of the matter on 
his next call. 

Every general advertising campaign to consumers 
should include a definite and a substantial part of the 
appropriation for window displays. This material 
should not be an after-thought or its purchase a last 
minute proposition. The progressive manufacturer, 
when considering how the display funds can be 
wisely expended, should not hesitate to invite the 
window display specialist to sit in conference with the 
advertising agent, and the three, each as specialist in 
his field, contribute their expert knowledge and abil- 
ity to the proper solution of the problem. Thousands 
of dollars can thus be saved annually, and on the 
basis of mutual understanding and confidence, thou- 
sands of dollars can be added to total yearly sales. 
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Service Companies Hold Convention 


Second Annual Meeting of National Associated Window Display 
Services Held in Chicago—O fficers and Directors Elected 


HE second annual convention of the National As- 

sociated Window Display Services was held at 

The Edgewater Beach Hotel, Chicago, October 6, 

7 and 8, in conjunction with the annual meeting 
of the Window Display Advertising Association. A large 
percentage of the members of the organization were present 
and enjoyed the instructive program given. 

Officers elected for the next year were: S. Fisher, Fisher 
Display Service Company, Chicago, IIl., president; H. Stat- 
ter, General Sales Company, Baltimore, Md., vice-president; 
B. J. Millward, Noyes Bros. & Cutler, St. Paul, Minn., secre- 
tary-treasurer; B. Lesser, Universal Display Service, Bos- 
ton, Mass., chairman, board of directors; Mr. Bowman, Bow- 
man Display Service, Kansas City, Mo., and Louis Best, 
Best Display Service, Detroit, Mich., members of board of 
directors. 

Plans were formulated to increase the already large mem- 
bership of the organization and to conduct a publicity cam- 
paign so that national advertisers may know of the service 
performed by the combined companies. A monthly bulletin 


will be published by the publicity committee under the super- 
vision of the officers and directors. 

One of the most important transactions at this conven- 
tion was the decision reached, after length debate, that for 
any business obtained through the offices of the association 
the member benefited shall pay 10 per cent of the. value of 
the contract to the association. This money must be paid 
to the secretary-treasurer as the member receives compensa- 
tion for his work, who will pay one-half to the member who 
was responsible for securing the contract. No commission 
will be paid on repeat orders. 

The report made by the retiring officers showed a won- 
derful progress for the past year with every indication that 
the ensuing one will prove profitable to all members. A 
number of new members were added with several in various 
sections of the country awaiting final action by the investi- 
gating committee before acceptance by the asSociation. 

The 1926 meeting will be held with the W. D. A. A, 
although several cities made attractive bids for the next 
convention. 
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Mr. Eberly writes: 


“T have come to consider this 
machine as much of a necessity 
as my saw and hammer, and be- 
lieve it impossible for any display 
man to keep up-to-date witines 
one. In fact, I do cut-out work 
for nearly all of the other local 
men, and have earned back the 
initial cost of the machine several 
times over. 


“There is no end to the variety 
of grille and scroll work that can 
be made with it in one-tenth of 
the time required to cut out,with 
a saw or chisel, and, used in con- 
nection with a mirroscope, it is 
possible to make an enlarged cut- 
out of any pictured design, how- 





The ONLI-WA FIXTURE CO. 


St. Paul Ave. 





This photograph shows one of Mr. Eberly’s dignified 
and distinctive display windows. 


ever intricate. It has also been 
very useful in our interior deco- 
rating department for cutting 
applique designs from felt and 
cloth. 

“‘Most important of all, despite 
the speed and flexibility of the 
machine, it has been virtually 
free from mechanical troubles and 
worked steadily and smoothly at 
all times. 


“This may sound like a paid- 
for testimonial for somebody’s 
liver-pills, but it comes from the 
heart, and I will be glad to com- 
municate directly with any pros- 
pective purchaser, feeling that I 
am doing him a good turn.” 
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No advertisement that we 
could write would carry 
more conviction than 
this letter, just. received 
from Mr. W. Myron 
Eberly, Display Manager, 
Coyle & Richardson, 


Inc., of Charleston, W. 
Va., regarding his use of 


15 Days Free Trial! 


Write us today for further particulars that show you 
clearly how efficiently you, too, can use an International 
Cutawl. If you have not seen this wonderful machine 
operate, ask for our liberal 15 day trial offer and let the 
Cutawl prove itself to you. 


The International Register Co. 
13 So. Throop St. CHICAGO, ILL. 

































A Suggestion to Every Progressive 


DISPLAY MAN 


Examine your present display fixtures. Are they 
in keeping with your displays? Do they do justice to 
the quality of your merchandise? 

Let us show you how, with less time and trouble, 
you can increase the selling power of your displays. 
Write us now, today, for complete catalog of 


DISPLAY FIXTURES 


You'll admire the quality and distinctive de- 
signs incorporated in all ONLI-WA fixtures. 


aaa 










Quality 
and 


Originality 





idea. 


Dept. D. W 


4 . D. W. Dayton, O. } 


COLORED LIGHTING 


Very effective in displaying your mer- 
chandise. Can be adapted to any display 








THE DISPLAY WORLD 


November, 1925 


Grocers Learning Value of Display 


City Grocers Realize Great Sales Value of Their Windows But Much 
Work Necessary to Convince Small Town Merchant of Their Power 


By CHARLES E. SHAFER 


Advertising Department, Carnation Milk Products Co., Oconomowoc, Ws. 


O national advertisers who attempt to 
display their products on a country-wide 
scale, the retail grocer field offers an 
improving but continuous different situ- 

ation. The progress made in impressing the city 
or large town grocer with the value of window dis- 
play is offset to an almost unbelievable degree by 
the lethargic response from the small town “store- 
keeper.” 

City grocers are rapidly learning to control the 
sales force to be found in their windows. They are 
learning that people buy what they see. On the 
other hand, the country grocer, in many instances, 
has not provided his store with windows other than 
those he closes occasionally to keep out the weather. 

The country grocer has not learned that people 
are susceptible to the buying impulse at sight, but, 
instead, he is plodding along under the false impres- 
sion that people buy only what they actually need 
when they want it. He, too often, is perfectly willing 
to clutter up his 
store, hiding what 
he has to sell, with 
store material of 
every description 
furnished by the 
manufacturer. 

Stock window 
displays by the 
thousands are to be 
found in an equal 
number of grocery 
store windows that 
have been in their 
places for many 
weeks. Many times 
this number are 
stored in the base- 
ment or rear of the 
store where they 
can not possibly 
produce or influence 
sales results. 

We know of store buildings, erected within the 
last five years in small towns, in which excellent 
display window space has given place to eye-proof 
walls. We know of one large store building now be- 
ing built in a small Missouri town in which, for its 
one hundred and fifty feet of street frontage, there 
are only two street level openings. These are doors 


Attractive Model Display Arrangement of Carnation Evaporated Milk 


and the windows, small, square openings, are ten or 
twelve feet above the sidewalk. 

Other extreme cases, all of which point to the one 
common condition, show masses of food products, 
enough to represent the profits of a season’s buying, 
ruined and gone to waste in windows that have not 
been changed for weeks or months. 

Truly, the modern idea of display windows, fre- 
quently and pleasantly dressed, has a long way to 
travel before manufacturers and distributors of food 
products may hope for a satisfactory tieup between 
their great national sales campaigns and local window 
selling. 

Seasonal displays, no matter what festival or holi- 
days they seek to emphasize, are sure procurers of 
new trade and great stimulators of regular buyers. 
This business can not be secured through magazine, 
newspaper or direct-mail appeals. The merchant’s 
display windows are proving and have proven the 
greatest inducement for people to buy. 

Our particular 
product, Carnation 
Evaporated Milk, 
is ideal for win- 
dow display. It as- 
sociates itself with 
so many other sta- 
ples, and, in com- 
bination with its 
affinities, lends it- 
self as few other 
food products can 
to salesmanship. 

A well thought- 
out window of as- 
sociated food prod- 
ucts, providing sim- 
plicity governs, and 
it always should, is 
much better for the 
grocer than a one- 
product display. 

In planning stock 
displays and their distribution we have in mind the 
retail grocery field as a great battle ground. Our 
opposing forces are the prejudices and ignorance of 
food buyers with respect to our product. 

Many food ,products—most of them, in fact—lend 
themselves at once to the fundamental selling idea. 
This is not true of evaporated milk. About 4 per 
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cent of the raw milk produced in the United States 
is marketed in evaporated form. Our windows must 
tell what the product is—that it is pure milk with 
nothing added; that it is made safe by sterilization ; 
that it is dependable, economical and convenient; 
that it is milk “from contented cows.” The desire 
to buy logically follows this bit of education on the 
product itself. 

Window displays should be translations into ac- 
tion of other forms of advertising. They bring the 
effect of national magazine and newspaper adver- 
tising, billboard advertising and local newspaper ad- 
vertising right down to the point of purchase. Well- 
arranged grocery windows have the happy faculty 
of saying “Good morning” pleasantly. The atmos- 
phere—the impression they create—follows the 
housewife into the store, and if the windows are 
backed up by aggressive but courteous salesmanship 
on the part of store employes, increased sales always 
accompany window displays. 

In our trade paper, “The Carnation News,’ we 
carry a series of lessons on the window trimming 
art. This series is very popular and reports by hun- 
dreds tell us that grocers everywhere are increasing 
sales through proper use of their windows. Besides 
our corps of professional window trimmers our sales- 
men are instructed in the art of window display. 
Thousands of windows are put in each year by this 
army of salesmen. They go to it with enthusiasm, 
for they have learned that windows put in by them- 
selves and backed up by helpful and intelligent sales 
efforts within the stores are‘ strong supports and 
boosters of their annual sales volumes. In the gen- 
eral offices a model window is maintained and no 
salesman is allowed to get away until he has had the 
principles of window display laid before him again 


Our demonstrators are also instructed in window 
display and these women produce many excellént 
results. In cooking and preparing food they trans- 
late the dumb message of windows into immediate 

Few laymen know the value of harmonious color 
in window display. They must be taught its value 
and made to know that food packages, because of 
their startling color schemes, are not to be placed in 
a window without knowledge or thought. 

One window, because of color that leaves a de- 
lightful impression in the minds of persons who see 
it, is. a huge success, and potential buyers are pre- 
disposed in favor of the goods. Another window, 
because of color that clashes, is a boycott against the 
goods it seeks to popularize. 

To secure life in a window is difficult, so the next 
most effective appeal is color—everyone loves color. 
Observance of the simple, fundamental rules on 
color will improve most of the grocery windows. 

In the spring, use bright green; at Christmas 
time, red, gold and dark green;-in autumn, brown 
and orange, and for Easter, white. In summer use 
cold colors, such as white, light green and light blue. 
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Metal Cluster 
Displayers are 
light, inexpensive, 
and wonderfully 
effective in use. 








The Cluster 
Displayer, 
dressed, com- 
bines real sales 
effectiveness 
with decorative 
beauty. 





Tables and 
plateaus 
in various 
sizes and 
designs are 
indispensable 
equipment. 








SALES OFFICES: 
New York 
35 W. 32nd St. 
Chicago 
217 W. Jackson Blvd. 
Baltimore 
No. 1 Eutaw St. 


Boston 
52 Chauncy St. 


Send today for free Fixture 
Book. It will suggest the 
fixtures that will swell your 
Christmas sales and profits 


| Hugh Lyons & Company 
LANSING, MICHIGAN 
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Automotive Display Field Promising 


Great Possibilities Offered Individual Who Creates a Display That Can 
Be Used and Reused by Automobile Manufacturer and Dealer 


By C. M. SHRIDER 


President, Shrider Display Service Company, Zanesville, Ohio 


UTOMOBILE display is a field that offers 
great possibilities, and as yet has scarcely 
made an impression in the industry. The 
one who will eventually get up a display 

of suitable size that can be shipped to dealers and is 
easy~to install will have an almost unlimited field. 

It was about two years ago when we first became 
interested in these displays. Our Christmas window 
that year took first prize in the national contest con- 
ducted by the Automotive Equipment Association, 
whose headquarters are at Chicago. Since then we 


Le NI 


a) eth. 
BAI) Sine con Fo 
, CHAS TMAS 


This display not only attracted a great deal of 
local attention, but was viewed by many tourists, 
word coming from many distant points from those 
who had noticed the display and wished to compli- 
ment the dealer on his progressiveness. 

When it is considered that all makes of automo- 
biles are displayed in the same manner, it is a mystery 
why more dealers do not realize the great merchan- 
dising power of their large plate glass fronts and 
have something different, if not elaborate and spec- 
tacular, created. 


Gigantic Display With Painted Setting by Byron Shrider, Shrider Display Service, for Gorrell Motor Co., Zanesville, Ohio 


have devoted no little thought and work to presenta- 
tions of this merchandise and have found it profit- 
able as well as interesting. 

The Gorrell Motor Company, of this city, is one 
of the progressive dealers that have used a number 
of these displays, and they have declared it hard to 
estimate the great value received from these special 
efforts. The display above was installed for them 
last Christmas to encourage the giving of automobile 
accessories at Christmas time. 

To carry out the idea an accessory window was 
built in one end of a large show window to represent 
an accessory store. The painting, representing a con- 
tinuation of the street, starting at the end of the 
equipment store, showed great depth and made it 
look like a real street scene. An automobile was 
parked across the street and a wax lady and boy 
shown coming out of the store with gifts for the car. 


DALLAS STORES’ STATE FAIR EXHIBIT UNUSUAL 


One of the most important attractions at the State Fair 
of Texas, held each year at Dallas, is the displays of ready- 
to-wear and other merchandise presented by the retail stores. 
In a majority of cases these exhibits are made through the 
medium of elaborate show windows amid settings that costs 
thousands of dollars to produce. 

An Egyptian setting which showed Cleopatra on her 
throne with the ladies of her court clothed in modern cos- 
tumes was presented by D. Kuykendall, display manager of 
Titche Goettinger Company. 

L. R. Brown, director of displays for Sanger Bros., util- 
ized the several windows comprising their exhibit with 
feature displays of musical instruments, electrical appli- 
ances, draperies and furniture in addition to the ladies’ 
ready-to-wear merchandise. 

Considerable space was devoted by A. Harris & Com- 
pany to showings of ready-to-wear and accessories. In a 
window where children’s styles were shown, a background 
setting of large size moving figures of Mother Goose char- 
acters and brownies was used. 
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ULTRA-LIGHT 


for your windows --- 


No. 25 Sun-Ray 


No wonder Sun-ray is used in the better stores 
everywhere! Insures plenty of powerful clear-white 
light, completely covering the display. 





Try at Our Expense--- 


We want you to see for yourself in one of your own windows. 
We will send you six or more No. 25 Reflectors on 10 days’ approval 
—absolutely no obligation to you. Compare with one of your other 
windows; you will see at least 25% more light—pure white; no glare 
light, too. 
NO STRINGS TO THIS OFFER 
WRITE TODAY FOR SHIPMENT ON APPROVAL 


SUN- RAY LIGHTING PRODUCTS, Inc. 


119 Lafayette St., New York, N. Y. 
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GEORGE SCHMIEDEL 


Manufacturer of 


Georgian Silk Plushes 





FOR WINDOW DISPLAY 
AND 
ALL DECORATIVE PURPOSES 


NEW YORK OFFICE 
50 Union Square 
(N. E. Corner 4th Ave. and 17th St.) 


CHICAGO OFFICE 
1757 N. Central Park Ave. 











THE DISPLAY WORLD 


Glorifying The Display Windows 


Displaymen and National Advertisers Should Coordinate Efforts for 
Betterment of Display Advertising and Elevation of Entire Industry 


November, 1925 


By ANDREW W. MURDISON 
President, The Murdison Company, Inc., Chicago, Illinois 


HE key to perfect displays is nothing 
more or less than linking the displayman 
with the national advertiser. Before plan- 
ning a display or a window display cam- 

paign, it is necessary to learn the art of thinking, and 
I can not advise a better plan than to sit down facing 
a blank wall, ask yourself difficult questions, and 
then answer them. Banish all doubt from your mind 
that this method might not produce an idea for a 
good window display. It will—which proves the fact 
that good window displays are thought out and not 
merely put in. 

The dawn of a new day is ushering itself in on 
the national advertiser, who in the past has accepted 
whatever might come his way relative to displays and 
window display material. 

The writer had occasion to visit the automobile 
show room section in a large western city. Store 
after store showed a car standing near the window— 
a lonesome spectacle and mute evidence of the lack 
of effective display. Perhaps it is the truth that all 
makes of cars at approximately the same price would 
give good service and the prospective buyer would 
get genuine satisfaction. Perhaps a good salesman 
could land him if he could get him in, but there is 
no appeal, nothing but a cold drab car in behind a 
sheet of glass. So that if I were an automobile manu- 
facturer or an agent, I would hire a good display 
man, or his services, and get him to design and have 
constructed an interchangeable setting that could be 
used in many ways. Go to Hollywood and see what 
they think out in the movies. It can be done and the 
wonderful thing about it is that the manufacturer or 
agent who will spend the money to do it now will 
sell more cars. Face the blank wall and try it. 


There are some national advertisers who want to 
genuinely cooperate with their dealers in order that 
their window displays might be 100 per cent per- 
fect. A prominent radio equipment manufacturer has 
solved the question of glorifying the display window 
in this particular line. He thought it out, and in- 
stead of the old worn-out method of selling a few 
cabinets and “mailing a window display,” this na- 
tional advertiser (think of the bigness of the idea) is 
planning a window display for each of his 800 dealers, 
primarily to sell more radio equipment. Briefly, to 
ascertain the kind of a window his dealer has, to con- 
struct, if he hasn’t it already, a suitable semi-perma- 
nent background on a fifty-fifty cost basis, to install 


one or two interchangeable screens which may show 
alternately a decorative panel in color with the adver- 
tiser’s copy framed and set to lure the prospect at- 
tracted by the selling art behind it all. Compare this 
with the average window displaying national adver- 
tised goods and what is the result? It is a combat 
between individuality and mediocrity. 


And it can be done with soap or shoes; in fact, 
some of them are doing it in a mighty big way with 
a small item like bathing suits, because they are find- 
ing the key to perfect displays. The old idea of dealer 
helps was posters, stickers, three-leaf screens with 
lots of color and reading matter that never was read, 
“but the old order changeth for the new,” and today 
the national advertiser is reaching out for something 
that will glorify his product in a dealer’s window, 
and when you glorify anything you are mighty close 
to perfection. 

Window display advertising, if you please, will 
never reach the point of true effectiveness until the 
national advertiser recognizes, hires or secures the 
services of a high-grade display manager brimful of 
ideas, not printing ideas or copy experts, but men of 
window display experience who know how to con- 
struct a setting, who know how to install a good win- 
dow, who know by their own experience what kind 
of dealer helps or displays are thrown out and what 
kind are acceptable. When you seek counsel on win- 
dow displays, secure the services of a man familiar 
with displays, one who can think out the idea, build 
up the setting, and install it for your inspection. 
There are hundreds who can do it, and if you haven’t 
him now on your pay roll start gunninlg for him, be- 
cause he is the missing link in the average national 
advertising campaign. today. 


To the displayman who takes pride in his profes- 
sion and is ever on the alert for new ideas, whether 
it be backgrounds, settings or mode of display, I 
would say to you, “Glorify your window displays by 
thinking them out, by being original, by getting 
something new.” Years ago they constructed show 
window backgrounds with heavy plaster moulded in 
relief and applied as ornamentation. The cost was 
great, and, owing to the weight, it was difficult to 
handle. The displayman of today is a creative genius. 
He is versatile, always on the lookout for something 
new, and the store installing new backgrounds and 
interiors seeks and finds materials that are inexpen- 
sive and easy to handle. 
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Today there are stone blocks that work like wood 
and when sawed and applied are hard to distinguish 
from the real thing; plastic effects in light, durable 
rag pulp composition from all periods covering the 
complete field of ornamentation; many stores are 
using set pieces and floral effects, interchangeable 
panels of imported designs both in fabrics and paper ; 
but these new display helps are of no avail if the 
displayman is not a thinker and strives for orig- 
inality. The writer knows of one who is writing his- 
red tory for himself and his firm in Springfield, Mass., 
ei simply because his displays not only block the side- 
at- walk, but get the 100 per cent results desired at a 
his 50 per cent lower cost than ever before. Why? Be- 
nei cause he dared to be different—threw off the old and 
bat donned the new. He took a chance and won. How? 
Thinking it out, glorifying his displays with some- 
act, thing new, something good, something original. 
“ith Thousands of other versatile displaymen in the 
nd- United States, Canada and Europe are beginning to 
ler think; they see what can be done effectively and in- 
rith expensively in “selling the street.” As a good display 
ad, acts like a boomerang to the national adveritser, so 
day it does to the displayman. 
ing Finally, let me say to the national advertiser and 
oF, the displayman—I mean a director of displays, a 
lose man who can execute an idea inside a window—hook 
up, get together, because the day is fast approaching 
will when every national advertiser will have his own dis- 
the play department and display director who can link 
the up his idea or that of the advertising manager with 
| of a real display that will not only make the passers 
1 of buy, but will reach the heights of perfction for his 
-on- product and in so doing will glorify the show window. 
vin- 
-ind NEW CHRISTMAS FLOWER BOOK READY 
hat The Schack Artificial Flower Company, 134-140 North 
oii Robey Street, Chicago, has issued another of their Christ- 
; mas flower books, which will prove inteersting to every dis- 
liar playman looking for new and original decorative ideas for 
uild the holiday season. 
ion. This book consists of 24 pages illustrated in four color 
en’t process printing with all pieces described in detail. The sug- 
be: gestions offered include many new flower designs, units, 


decorated baskets, plastic vases and other similar materials. 
onal The large corps of designers associated with the Schack 
Company are practical display and decorative experts who 
know the needs of displaymen in making their windows 











fes- Senge 
ther and store interiors attractive. 

Schack’s new Christmas Flower Book is just off the 
y, I press and will be sent free on request. 
s by ' 
ting NEW FIXTURES TO BE INSTALLED 
how An addition is being erected to the Robinson Department 
d in Store, Alma, Mich., which will greatly increase the present 
ans floor space. New fixtures will be installed throughout. 
t to IMPROVEMENTS PLANNED AT PORTLAND STORE 
1ius. Within the next few months the first and second floors 
hing of the Olds, Wortman & King Store, Portland, Ore., which 
and was recently purchased by B. F. Schlesinger & Company, 
pen- will be remodeled and rearranged. New equipment will be 


installed to properly show the class of merchandise handled. 
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SHIPMENTS 


NOW BEING MADE 


Santa is 42 Feet High 


HEAVY CARDBOARD—DIE CUT— 
STRONG EASEL—5 COLORS 


| Furnished With Copy in Panel Unless 
| Otherwise Stated 


$77 50 


EXTRA! _ . 
8x12 SIZE 


An Exact Reproduction of the Large Display 
With Copy in Panel Only 


$1.00 Each 











F. o. b. N. Y. 
Check With Order; 
Otherwise C. O. D. 














RICHARDSON ILLUSTRATING CO. 


149 BROADWAY, SINGER TOWER 
NEW YORK CITY 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 
(1) R. H. Hanson, Nelson-Moore Co., San Diego, Cal.; (2) C. E. Batchelor, Pettee’s, Oklahoma City, Okla.; (3) S. E. Trinkle, 
Stambaugh-Thompson Co., Youngstown, Ohio; (4) Carl W. Ahlroth, The May Co., Los Angeles, Cal.; (5) R. H. Longen- 
baugh, The Eagle Stores, Harvey, Ill.; (6) Louis R. Rubin Electric Co., Charleston, S. C.; (7) M. F. Hershey, Stewart Dry 
Goods Co., Louisville, Ky.; (8) Harold L. Braudis, Meekins, Packard & Wheat, Inc., Springfield, Mass. — 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 
(1) Roy B. Smith, Strain Bros., Inc., Great Falls, Mont.; (2) Andrew Matzer, F. & R. Lazarus Co., Columbus, Ohio; (3) Hugh 
Henry, Bretts Department Store, Altoona, Pa.; (4) Z. E. Averill, The Callahan Company, Yakima, Wash.; (5) M. F. Hershey, 
Stewart Dry Goods Co., Louisville, Ky.; (6) A. Matzer, F. & R. Lazarus, Columbus, Ohio; (7) L. L. Wilkins, Kerr Dry Goods 
Co., Oklahoma City, Okla.; (8) W. L. Stensgaard, C. W. Klemm, Inc., Bloomington, IIl. 
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Chicago Monthly Display Review 


Opera Gowns and A pparel Dominate Windows of State Street Week 
Before Opening of Opera Season—November Sales Prominent 


November, 1925 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


LL the more prominent State Street stores 
took advantage of the opportunity to 
feature the finest of evening gowns and 
wraps during the last week in October, 

which was the week previous to the opening of the 
opera season at the Auditorium. The men’s stores 
likewise recognized the event by according promi- 
nent space in their best windows to the display of 
evening clothes and dress accessories. 

Perhaps the outstanding display event, from a 
display point of view, was that of Charles A. Stevens’ 
store, in which a mechanical device was used, skiow- 
ing the familiar stage at the Auditorium in minia- 
ture. The stage was set for one of the operas, the 
players moved about on_the floor, the orchestra plat- 
form with full quota of musicians raised and lowered 
in realistic fashion. So great were the crowds that 
congregated in front of the large window as soon as 
the display was put into action that a temporary 
frame-work had to be constructed to protect the huge 
window glass from being shoved in. 

The mechanical setting was placed in the center 
of the island window near the front glass. Elaborate 
evening gowns, wraps and other appropriate acces- 
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sories were displayed in the same window. Other 
Stevens’ windows featured various and sundry items 
of apparel in keeping with the main display in the 
larger window. Novelty evening slippers in gold and 
silver brocades, gold and silver enamel, black satin 
with rhinestone buckles were given prominent dis- 
play. In the same window on a panel of lavender 
velvet puffed on the floor were displayed ten different 
styles of jeweled slipper heels and as many different 
styles of ornaments. 

The windows at Field’s were also well represented 
with displays of women’s apparel suitable for the 
occasion during the week. preceding ‘the opening of 
the opera. The corner windows at Washington Street 
and at Randolph and State being particularly em- 
phatic in this respect, with other windows in between 
more or less following suit. 

At the present time the Randolph Street corner 
window is featuring four wax figures wearing eve- 
ning wraps in green and gold lace effects with gray, 
tan and brown fur trim. A large polar bear rug is 
on the floor about the center of the window on which 
an ornamental seat, or bench, with purple silk cushion 
trimmed with metallic buttons, provides a relief set 


One of the Attractive Series of Fall Opening Windows Created by J. H. Richter, The Fair, Chicago, Illinois 
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piece upon which is displayed a beautiful green 
ostrich fan, green beaded bag, pearl and gold opera 
glasses and a pair of long, white gloves. 

The large window at Washington and State shows 
four beautiful evening gowns heavily trimmed ‘with 
beading, pearls and vari-colored sequins. Each figure 
wears slippers in novelty colors and brocade effects, 
not essentially matching the costume, but in appro- 
priate harmony with it. The intervening windows 
on State Street are showing at this time winter coats 
of fur, cloth coats with fur trim, evening coats in 
brocade patterns of gold over red or green with fur 
collar, cuffs and border—evening and afternoon 
dresses, dress materials, etc. Each of these windows 
show just two forms featuring related costumes with 
the correct accessories, such as shoes, hose, hats, 
gloves or other items being worn by the figures. 
Practically no itenis of any kind are shown separate 
from the two figures. 

Stevens’ island window at this time is devoted to 
a display of cloth coats with fur trimming in which 
a variety of garments are shown. Four small win- 
dow cards bear the following copy: “November Sale 
of Stevens’ Coats.” 

There are three large windows at Mandel’s given 
over to excellent displayS of good-looking cloth coats 
trimmed with fur. Each of the three windows are 
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Autumn Opening Display by Arthur V. Fraser for Marshall Field & Company, Chicago, Illinois 





trimmed with four well-selected coats, three of which 
are shown on figures and one gracefully draped over 
a chair in the center of each unit. Each coat is of a 
different style or color and the three windows to- 


gether make a rather impressive display. 


Another large window on the State Street side 
shows one of the most attractive displays of hand- 
kerchiefs that has been seen on the street for a long 
time. The balance of the window display as a whole 
was well maintained and the detailed handling of each 
unit group was carefully and most effectively carried 
out. The window card, slightly larger than the usual 
7x 11 sized used at this store read as follows: “One 
Day Sale of 64,000 Handkerchiefs for Men, Women 
and Children.” Price tickets were shown on many 
of the individual gsoups. This window was a tie-up 
display used in conjunction with newspaper advertis- 
ing featuring the same merchandise. 

Two interesting small trims were in evidence in 
the vestibule windows on either side of the Mandel 
entrance on State Street. One display featured seven 
women’s hats in the popular small shapes, made up of 
gold and black and brown and gold lace. They were 
priced at $12. The other display was one of women’s 
novelty gauntlet gloves with fancy backs, some show- 
ing touches of color. This was in a still smaller case 
than the one in which the hats were displayed, and 
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The Improved 


Fimberlake Refleétor Screen 


FOR ATTRACTIVE COLORED LIGHTING 
EFFECTS IN DISPLAY WINDOWS 


This new improved light reflector’screen is made in two 
sections (see illustration), which is a decided advantage over 
the old type screen. The colored Gelatine is quickly inserted 
between the two screens, which, when closed, hold the Gelatine 
firmly in place. 

The Timberlake improved colored light screen is the most 
efficient and lowest priced device of this kind on the market. 
It is instantly adjustable to any glass or metal reflector not 
over ten inches in diameter. Furnished either with or without 
the colored Gelatine sheets. Proper lighting is the making of 
attractive window displays. - 


Write today for Circular No. 3—you will find it valuable. 
Salesmen make good money selling Timberlake Wire Display 
Fixtures. Write for territory. 


J. B. TIMBERLAKE & SONS 


‘JACKSON, MICHIGAN 

















Make your appeal through color 


A WINDOW background in beautiful colors will 
get the attention of the passerby and will sell 
merchandise. 


Dennison’s Crepe Paper will furnish a striking 
trim at small cost. It comes in a wide range of colors. 

Let us send you free a copy of our book which 
shows you how to use crepe paper effectively. Clip 
the coupon. 


DENNISON’S, Dept. 46M, Framingham, Mass. 


Please send me a copy of your book, 
“Some Lessons in Window Decorating” 
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no prices were shown, just a small wnidow card call- 
ing attention to “New and Fashionable Gloves for 
Women.” 

At Carson, Pirie, Scot & Company’s the first two 
windows on State Street nearest the Madison Street 
entrance were devoted to displays of wraps and gowns 
“For the Opera.” ‘Three figures were used in the first 
window. Two green velvet wraps with fur trim and 
one green and gold combination with fur trim made 
up the dominant part of the window. However, an 
important feature of the completed trim was that of 
a pillow of green silk velour upholstered with gold 
braid, placed on the floor near the front and between 
the center and the right end of the window. On this 
pillow were displayed such items as a green ostrich 
fan, antique gold necklace, beads, opera glasses and 
bag. A tapestry of large size and interesting design 
covered most of the background of the window. 


The next window showed evening dresses also 
“For the Opera,” as indicated on the window card. 
Three figures were likewise used in this display. The 
center figure wore a gown of green and gold lace. 
Just back of this figure an elaborate shawl wrap of 
green and gold brocade effect was draped from the 
top of an antique carved chest, and down to and on 
the floor. An ostrich fan, opera glasses and gloves 
were shown on the opposite end of the chest. *A green 
and gold pillow, identical with the one described in 
the first window, was used in the same space in this 
window and showed similar small articles appropriate 
to one of the: gowns shown in the right end of the 
window. Two antique candelabra of wrought metal 
on a marble base were used against the background 
on opposite sides of the center of the window, the 
chest being in between. 


Other Carson, Pirie, Scot & Company windows are 
featuring interesting displays of smart wearing ap- 
parel shown to bring out particular style features, as 
well as some displays of seasonable things featured in 
the “November Sales.” These windows are ealways 
interesting from a merchandising, style or window 
display point of view. Mr. Tanehill’s artistic thoughts 
sometimes soar, but his feet are always on the ground, 
if you know what I mean. His artistic conceptions 
are always ballasted with sufficient common sense to 
make them practical from a merchandising viewpoint. 

B. C. Hampton, of Bedell’s, is back from a flying 
trip to the Pacific Coast, where he went recently to 
install the opening display for the Bedell store in 
Portland. Evidence of his return is shown in some 
of the striking unit displays of women’s apparel in 
the present Bedell window displays. For instance, in 
the larger front window at the corner of State and 
Monroe streets, forty feet of frontage are used for 
a display of women’s coats. 

The window is large at both ends and narrow in 
the center, and open all around. In the section at the 
right end a display of réd cloth coats of different 
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shadings and fabrics trimmed with fur in the follow- 
ing different combination: Platinum fox collar and 
cuffs; gray fox collar, cuffs and border; three coats 
with black martin collar and cuffs, one with border of 
the same material, and one with gray squirrel trim. 
One of these coats was shown on a figure seated in 
the group. Two other wax figures with heads were 
used and one on a figure without head. Two were 
draped from fixtures to the floor. The entire arrange- 
ment was well done and the color scheme very attrac- 
tive and effective. 

The center unit in the smaller space consisted of 
a grouping of just two figures wearing fur trimmed 
coats in brocade effects. One coat was in black, silver 
and gray fabric, the different tones obtained from the 
silver embroidery pattern design. White fox collar, 
border and cuffs added considerably to the striking 
design of the fabric. The other coat was similar in 
pattern, but carried out in brown and gold effect with 
brown fur trimming. The large unit at the left end 
of the window showed a combination display of gray 
cloth coats with gray fur trim and blue cloth coats 
with gray fur trim, the three blue coats being shown 
in a compact unit arrangemnt close to the front, while 
the grays dominated the balance of the trim. 


The Fair windows at this time present a series of 
very attractive sales displays cooperating with the 
daily newspaper advertising and the general merchan- 
dising plan of the store. Clinton L. Pritchett, adver- 
tising manager for The Fair, whom the writer has 
known for more than twenty years,:has always been 
a stickler for cooperation between the two depart- 
ments and it is not surprising that this sort of inter- 
departmental cooperation is in evidence at this store. 


The corner window at Adams and State streets 
features an interesting display of dresses at a special 
price. Brocade velvet over georgette silk dresses are 
displayed. Two of them are in shades of purple vel- 
vet over lavender silk, and three in the Adams Street 
side show combinations of blue and black velvet over 
light blue silk. Rugs are used for the base of the 
different unit groups, and desks, tables and chairs are 
used to suggest the home atmosphere. Other win- 
dows are devoted to coats, fur coats and millinery. 

Maurice L. Rothschild’s windows of men’s cloth- 
ing and furnishings were particularly rich looking 
with their display of warm and wooly overcoats 
further enhanced by appropriate accessories. Suits, 
dress clothing, hats, shirts; underwear, fancy wool 
hosiery, neckwear and other items were displayed in 
unit style as well as being worked in with clothing 
displays. Rich brown velvet floor mats were used on 
the plateaux, red and brown oak leaf sprays were on 
the backgrounds, with the window lights burning 
and casting a soft, warm glow over the winter ap- 
parel. The effect was one to produce action from the 
interested lookers miling-about the windows outside 
in the damp, cold weather. 
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Window Display 
ACCESSORIES 








of Every Description 
Everything for the DISPLAYMEN 


Artificial Flowers Glass Shelves Spot Lights 
Artificial Fruit Glass Heel Rests Strip Lights 
Baskets Grass Mats Stix-Wel Glue 


Background Papers — Draping Tinsel Flitter 
ot 


Borders Thumb Tacks 
Bilt-Wel Board Pedestals Valances 
Birch Bark Strips Papier Mache Velours 


Card Holders ; Novelties Velour Papers 
Chenille Roping Price Tickets Vines 
Color Attachments Plushes Wood Carvings 


Flood Lights Reflectors Wood & Metal 

Foot Lights Revolving Tahles Fixtures 

Gelatine Scenic Paintings Wrought Iron Stands 
Glass Stands Show Cards 


Sample Books of Special Papers, Flowers 
and Novelties Mailed Upon Request 





Doty & Scrimgeour Sales Co., Inc. 


148 Duane Street New York 
Phone: Whitehall 2737—2738 


“Everything for Better Window Displays” 























Selling Service 


We Are Selling a Service 
That Sells for Advertisers 


INSTALLATION 


Of Window Displays Is No Longer 


a Problem for National Advertisers 


ELIMINATE DETAIL! 


Displays in Dealers’ Windows in Over 500 Cities 


Displays Installed By Our Service Promptly 
and Properly Through One Agency Move 
Merchandise From the Dealers’ Shelves! 


Local Associates in Cities and Towns 
throughout the United States 


Write for Information 


Window Display 
Installation Bureau 


Executive Offices: 
22-23 Pickering Bldg. Cincinnati, Ohio 


(Address All Communications to the Bureau) 
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With the New York Displaymen 


All Stores and Shops in New York City Devoting Space to Showings 
of Winter Styles—O pera Things Still Hold Sway for Indoor Wear 


By T. A. GALLAGHER 
New York Correspondent, The Display World 


INTER styles, for men noticeably, as well 
as for women, and all the accoutrements 
going with cold weather have been fea- 
tured during the past month in the win- 

dows of New York City stores and shops. Some have 
made a point of fur-trimmed coats and other warm 
things for the tiny tots, but naturally most of the 
space has been used for the sale of adult wear. 

In women’s indoor wear opera things still hold 
sway, some space being given by practically every 
store to showings of opera gowns, displayed in con- 
junction with opera cloaks, feather fans, evening 
slippers, hose and gloves, and the many silver and 
gold accessories that mark the present mode. Men’s 
opera things have also been featured by many of the 
stores. Spanish shawls, one of the season’s most 
popular evening wraps, which make gorgeous dis- 
plays, are being shown in many windows. 

A certain similarity in the background treatment 
was noticeable during the month. The new green 
called “Vert Chartreuse,” was a leading favorite, sec- 
ond only to gold and silver. Purple and all orchid 
shades occurred frequently. 

“Vert Chartreuse,’ the new green, was featured 
by Saks-Fifth Avenue during the last wek of the 
month in a series of windows showing evening 
things ; a single orange note was used in each, as, for 
instance, an orange ostrich fan or an orange scarf. 
In one window a purple fan was used at the rear, all 
other color being the green or silver. 


During the same week Saks showed a series of 
four men’s windows, displaying overcoats and other 
outer wear; with some slight variation all four used 
this grouping: In the center stood a suitcase, over 
the corner of which was a pair of heavy traveling 
gloves, and in front a pair of shoes, suitable for 
traveling. Four overcoats were used in the window 
—one thrown over a sette in the rear, left, one to the 
right of the suitcase, displayed on a figure, and two 
others thrown over stands, to the right and left, to- 
ward the front. Two hats, in brown shades f0 blend 
with the suitcase and with the overcoats, were on 
stands. A scarf, gloves, cane and flask completed the 
grouping on the settee. To the right of it was a small 
square table carrying cigarettes, a tobacco box, and 
glass decanters. Spats and scarf were used in the 
grouping with one of the overcoats, and the overcoat 
used on the figure showed a glimpse of tie and collar. 

An interesting display of evening slippers and 


hosiery appeared during the month in Lord & Tay- 
lor’s window—unusual because of its clever use of re- 
peated groups and repeated lines. Four identical rose 
footstools carried each an extended pair of sheer 
hosiery, and a pair of evening slippers, either silver 
or gold; the footstools made an irregular square, 
and the hosiery pointed forward, making almost 
a completed triangle, within the apex of which 
was an open book on a gold stand, announcing 
“Sheerest Hosiery in Varying Flesh Tones Blended 
With the Colors of Correct Evening Slippers.” 

A chest of drawers at center rear had an evening 
cloak draped over one corner of it and carried on its 
top another pair of gold slippers and a large gold 
flower. The chest of drawers was flanked right and 
left by twin lamps in rose and gold. A cluster of the 
hose on each side of the window balanced each other 
exactly. Two gold flowers on the floor also were 
placed in identical balancing positions. 


Another Lord & Taylor window of the month dis- 
played white evening jewelry in a silver cabinet, at 
the top of a three-tiered stand, draped in black velvet. 
Upon the cabinet was a woman’s head, in the new 
French composition, wearing a band of brilliants 
and ear-rings. As background for the head were 
three spread ostrich fans in orchid colors. 


Bonwit-Teller attracted a great deal of attention 
with a corset and brassiere window, which featured 
in an unusual way fine French garments, augmented 
in effect by the use of clever silver mannikins im- 
ported from Europe, of a kind shown on this occa- 
sion for the first time, according to W. C. Berg, dis- 
play manager. The window, which was of large 
dimensions, thirty feet straightaway, was set in units, 
each piece to be displayed being draped from a velvet- 
covered tea stand on a gold pedestal. The central 
feature of the window was a silver, life-sized magni- 
kin, seated in a gold chair, and wearing a beautiful 
pair of the supple French corsets; a juvenile manni- 
kin stood beside the seated figure, and the two figures 
were surrounded by a three-fold elaborate gold 
screen. The effect was bold, but effective. 


{During the last week of the month Bonwit-Teller 
wile a window of costumes from the coming 
operas; three figures symmetrically but not regu- . 
larly placed—the one at the rear being half turned 
to present a rear view—were in court costumes with 
trains. A placard at center front announced “Gowns 
Worn by Stars of the Metropolitan Opera.” Three 
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placards arranged behind the center one, so that 
the four made an irregular square, announced the 
names of the stars and the opera in which the cos- 
tume appeared. 

Franklin Simon windows -have played up quite a 
bit to football during the month, using different 
groupings to show outer wear. An artistic hosiery 
window of this store used as its center a poster, for 
which Barbara Bennett, who dances at the Club 
Lido, posed. Surrounding the poster the hose were 
laid out on tea stands in groups of different colors. 

This store also showed an unusual window of 
small children’s wear, whose background was a silk 
poster, picturing a red brick wall and a gate from 
which two children have just emerged. The chil- 
dren’s figures were of the new cut-out poster style, 
but they wore actual garments. As heading for the 
poster were the words, “These Charming People of 
Childhood Days Find Their Clothes in the Little 
Children’s Shop.” And underneath is the Mother 
Goose stanza, “As Tommy Snooks and Bessie Brooks 
were walking out one Sunday,” etc. On grass rugs 
in front, a boy was rolling a hoop and a girl threw 
a ball; as accessories to these two groups, new nov- 
elty stuffed animals were used. 

Stern Brothers showed an effective handkerchief 
window during the last week of the month, the par- 
ticular notes of which were the richness of color 
groupings and a flower-like effect gained by the use 
of branched metal stands with a colored handkerchief 
at the extremity of each branch, bunched to simulate 
a blossom. Ten of these stands were used. Variety 
was given by an oblong platform which carried hand- 
kerchiefs in various flat arrangements. 





MANY VIEW ELABORATE STYLE EVENT 

More than five thousand women witnessed the fashion 
revue presented by the Alms & Doepke Company, Cincin- 
nati, Ohio, in connection with the celebration of their six- 
tieth anniversary. The event was staged under the super- 
vision of Lawrence T. Riesenback, display manager. 

A long platform extending from a full-sized stage was 
constructed on the third floor ready-to-wear department 
where living models parading to music displayed the latest 
fashions in apparel for women and misses. The showing 
was in three sections—the first devoted to lingerie, sports- 
wear and morning wear; the second to afternoon wearables 
and juvenile apparel, and the third to evening wear and furs. 





DISPLAY USED TO COMBAT PEDDLER NUISANCE 


As a means of combating house-to-house competition, the 
Retail Merchants’ Association of Bristow, Okla., ordered 
certain items of merchandise from various peddler organi- 
zations and displayed them in windows of the local mer- 
chants. By the side of each article displayed was shown a 
similar article carried in the regular stock of the local 
dealer, with a card calling attention to the difference in 
material, price, workmanship, etc. The customer was in- 
vited to visit the store and make his own comparisons. 

Another card in the windows called attention to the fact 
that these house-to-house peddlers are not a part of the 
community in the sense of paying taxes and aiding in its 
growth and improvement. 
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KLEE’S greatest achievement 

is embodied in this newest 

and most remarkable design. 
Write for Catalogue and Prices 





“Let your display windows be Klee Fixed.” 


Klee Display Fixture Co., Inc. 


Manufacturers 


172 ATLANTIC AVE., ROCHESTER, N. Y. 











VALANCES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 


FINDLAY, OHIO 


























A COMMERCIAL 
FIXTURE 


Consisting of 15” Mirror 
Lined Shade, Globe, Chain, 
Canopy and Wiring, 
Complete for 


$5.75 


We manufacture reflectors 
for every purpose. Show- 
case and window refiect- 
ors, flood-lighting, picture 
and art gallery lighting. 


Sunlight Reflector 


Co., Inc. 
Establ. 1898. 
226-228 Pacific Street, 
Brooklyn, N. Y. 
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OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and. Advancement of the Independent Display Service Idea. 
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More originality on the part of 
display executives is today’s cry- 
ing need in the industry. It is 
almost impossible for a person 
walking down one of the main thoroughfares of a 
city to tell one display from another unless the name 
of the store is prominently shown. Too many display- 
men are merely adapting to their particular use the 
important points of each other’s creations. The DIS- 
PLAY WORLD is and always has been strongly in 
favor of the idea of adopting anything that is good. 
Each month it reproduces scores of displays for the 
guidance and information of others, but it firmly be- 
lieves that there is too much petty larceny going on 
in the industry and not enough laboratory research 
and self-expression. 

Within the last few years the display industry as 
a whole has been going through a perfectly natural 
development—the same development that was notice- 
able in the growth of architecture, interior decoration, 
the various classes of advertising, and other lines that 
can be compared with display. There has been too 
much of a sameness in both execution and presenta- 
tion. There has been and still is too much attention 
paid the artistic appearance and not enough to the 
selling power. 

It has been too easy for a man to set himself up 
as a producer of mercantile displays. Apparently all 
that he need do is to serve a few months as a minor 
assistant in the display department of some well- 
known store, secure a position through a magnified, 
if not a complete misrepresentation of experience and 
ability, then imitate the offerings of neighboring 
stores with only occasional injections of individualism. 

This thought calls to mind the recent dispatch 
from Paris that the French government is seriously 
considering a law making the pirating of anything 


Less Larceny and 
More Originality 
Need of Industry 


shown in windows a misdemeanor. This is principally 
directed toward the practice of manufacturers who 
have no designers of their own, watching the win- 
dows of their competitor’s accounts for every new 
style that is placed on display. The model is copied 
and cheapened, then sold for less than the original 
within a few weeks after it was introduced. 

It is this unjust practice which has caused serious 
concern in America for a number of years and which 
has brought about the rule of many style houses 
stipulating at the outset of each season when the first 
group of orders is taken that the models must not be 
displayed in the store windows for a given period of 
time after delivery. The enactment of any laws to 
protect against such piracy is exceedingly difficult 
and very unlikely in this country, yet it should not 
be difficult to make some arrangements to counteract 
the evil. A better understanding on the part of the 
retailer of the need for its prevention would be a 
great aid in its solution. 

Every person interested in the progress of display 
should do his best to develop new ideas for the im- 
provement of the art rather than being satisfied with 
what he now has, or rather with what the other fel- 
low has got. 





Pioneers in window advertising 
ranks look back with amaze- 
ment to the progress which has 
been made in the industry dur- 
ing the past few years. Their feeble efforts in the 
early days have‘ been intensified until the present 
time finds an industry on-par with the greatest in 
the world today. 

In order to look ahead those now in the industry 
are not in a position to say just what the future will 
hold in the way of further developments. But this 


All Links in Chain 
Must Be Strong to 
Continue Progress 
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much can be said, the industry will continue to grow 
and thrive in direct proportion to the efforts made by 
the more substantial leaders in its behalf. 

There can be no half-hearted efforts made if the 
future development is to be along the same progres- 
sive lines which have marked it in the past. Display 
stands at the threshold of still greater years, bright 
in its future prospects. New refinements will manifest 
themselves in the creations of tomorrow, but there 
are not likely to be amazing or revolutionary develop- 
ments in display advertising unless some unknown 
genius suddenly arises from the great open spaces 
and convinces the industry that he is a new prophet 
to lead it on to greater things. Aladdin’s lamp will 
shine brightly, but it will take more than a mere rub 
to create the transformations which marked the 
fabled of old. 

There is every indication that future progress will 
be: greater than the past, but as no chain can be 
stronger than its weakest chain, just so will it ap- 
ply to the industry of display. Every link, tech- 
nical, manufacturing, merchandising, installation, etc., 
which complete the chain must be able to withstand 
the greatest pressure. 

With the progress that has already been made 
there is no reason to cause us to look forward with 
any other feeling than optimism to the future. But 
it will be the individuals comprising the multi-links 
of the industry that will measure its greatest and 
most enduring strength and permanency. 





The fall season has. seen a greater 
and more attractive array of win- 
dow displays than ever before in 
the history of the industry. Re- 
tailers of every classification are awakening to the 
message that has so often been dinned into their ears 
by the trade press and the manufacturers concerning 
their displays that it would appear no one doubts the 
results and power of this medium. 

One of the first features which commands the at- 
tention of the newcomer in a city is the class of thé 
stores which line the principal business thorough- 
fares. If the stores are all gracefully enhanced by 
attractive displays which set off in brilliant relief a 
comprehensive array of merchandise tastefully ar- 
ranged, then lasting impressions are gained by the 
visitors. But, on the other hand, if the same win- 
dows resemble a rummage sale conducted by the local 
sewing society the visitors and prospective customers 
will not be very greatly impressed. 

Tasteful windows, artistically arranged, with up- 
to-the-minute merchandise are, without any doubt, 
the retailer’s best asset. He will do well to bear this 
one point in mind if he wants the prospective patron 
to gain a better and more lasting impression of his 
store. The everyday customer is one worthy of the 
best consideration. Whén they view a modern and 


Show Window Is 
Retail Merchant’s 
Best Sales Asset 


up-to-date window the natural sales appeal is there. 
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but when they see the opposite the results are far 
from satisfactory. The retailer can look to his win- 
dows as one of the most prolific sources of profit 
when handled along the right lines. 





One of the most significant trend 
of events in the utilization of win- 
dow display advertising as a direct 
sales factor is to be found in the 
consistent manner in which national advertisers are 
seeking its aid. One finds that our large manufac- 
turers are bestowing quite a lot of effort towards 
effecting a closer tie-up of their: products at the re- 
tailer’s store, and as they are gaining a more intimate 
knowledge of the practical side of display execution 
are providing, at considerable cost, dealer display 
helps that are really serviceable and resultful. 

A prolific means of securing more extensive win- 
dow display cooperation from the displayman has 
been through the medium of national window display 
contests, in which the prizes sought have been suff- 
cient to warrant widespread participation. While The 
DISPLAY WORLD firmly believes in the value of 
these contests, it just as firmly believes that display- 
men should not let their merchandising judgment be 
influenced by contests. They should not display a 
certain line of goods just because there is a contest, 
or wait until such an event is announced before utiliz- 
ing the handsome and effective display material fur- 
nished by the manufacturers. 

Carl W. Ahlroth, director of displays for The May 
Company, Los Angeles, Cal., and without a doubt the 
ranking winner in national display contests, advo- 
cates the use of lithographed material as often as it 
can satisfactorily be used for the advantage of both 
retailer and manufacturer. In an article concerning 
the display of advertised goods which appears in this 
issue, this outstanding exponent of display execution 
Says in part: 

“Display executives should not wait for the an- 
nouncement of a prize contest to install a certain class 
of merchandise. They should have enough merchan- 
dising instinct to know when a product will appeal 
to the public or the method of display necessary to 
increase the business of a department. Some of the 
most successful entries by the writer in contests of 
nationally advertised goods were those installed for 
the primary benefit of the store and later entered in 
announced contests.*’ 

Most important to the members of the display 
profession should be the ultimate good that has re- 
sulted from these contests and the attractive display 
pieces distributed in developing a keener realization 
of window display on the part of the merchant. Many 
a small local merchant has started on a successful 
career of display utilization through the efforts of 
some of our larger national advertisers. This alone 
is sufficient reason why manufacturers deserve co- 
operation. They have blazed the trail, as it were, for 
bigger and better opportunities in display presentation. 


Full Cooperation 
Should Be Given 
Manufacturers 
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STORE EQUIPMENT DIGEST 
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That Sales Asset Called Atmosphere 


Modern Windows and Interior Fixtures Make Stores Irresistibly 
Attractive and Create an Atmospheric Presentation for Products 


By JOHN J. KEENAN 
President, John J. Keenan & Co., Store Planning Service, Chicago, IIl. 


OU stroll down the street amid discordant 
sounds—the shrill whistle of the traffic cop, 
the roar of passing motors, the varying of 

rushing humanity, the babble of voices, the bright- 
ness and dimness of store windows. You stop, half- 
startled by a harmonious reflection from a shop win- 
dow. Edging closer your eye is attracted by the 
exquisite exclusiveness of the display, and as you 
move along admiringly you reach the door and irre- 
sistibly enter. 

Long pendants of glass obscure the glare from 
brilliant mazdas and the room is warm in tones of 
harmonizing colors blending with the display. Here 
and there a panel—a stand of display lending a mel- 
low touch of contrast. As the center of the setting— 
beautiful counters, pleasingly arranged—contain the 
material you are interested in. Semingly from no- 
where comes a salsman. His voice is keyed to the 
harmonies of his environments ; his manner, his dress, 
his deference, are all apart of the atmosphere. 


We have tried to paint a picture; we have tried to 
put on paper a presentation of one of the most valu- 
able commodities in the world, which, because of its 
intangibility, is seldom merchandised. Atmosphere is 
as nebulous as air, and yet it is purchased and paid 
for much the same as pig iron. It is the reason that 
you stay at a certain hotel, that you join the throng 
in the foyer of certain restaurants. It sends your 
wife to a certain store to buy her hats and gowns. 
It built Tiffany’s business, it made Belasco famous, 
it makes Marshall Field’s the talk of the town, and 
today the same intangible quality will sell products 
ranging from perfume to phonographs. 

Take the naked product and clothe it with atmos- 
phere and you have put yourself apart from your 
competitors. They have only merchandise to sell; 
you have merchandise and—atmosphere. A man is 
susceptible to the atmosphere of his club, just as the 
waiter who serves him is susceptible to the atmos- 
phere of a Knox hat, and the porter who blacks his 
boots is susceptible to the atmosphere of Martin & 


Martin shoes. Equally the man can be made sus- 
ceptible to the appeal of atmosphere in his personal 
garb, the cigarette he smokes, or his motor car. 

A woman is susceptible to the atmosphere of her 
home, of restaurants, of theatres and shops, and in the 
purchase of the many products in which she is the 
deciding factor. For example, it is a truism, almost 
trite today, that women dictate the purchase, either 
directly or indirectly, of 90 per cent of the motor 
cars priced from $1,500 up. These women are not 
swayed in their decisions by the construction of the 
motor or the rear axle. They do not bend to the argu- 
ments advanced for a certain drive or an 8-inch 
frame. They are induced to purchase by the super- 
ficialities of motor car construction—exterior virtues, 
refinement of design ‘and finish, niceties of appoint- 
ments, and the social prestige attached to ownership ; 
in short, by atmosphere. 

These facts are not our exclusive property. They 
are common knowledge, but this knowledge is not 
commonly taken advantage of. Too many merchants 
fail to appeal to women—and men—with an atmos- 
pheric presentation of their product. The very fact 
that in the past merchants, with several conspicuous 
exceptions, have failed to capitalize the influence of 
atmosphere only points the way to your opportunity 
—only makes it simple for you to avail yourself of 
this instrument which lies ready at hand. 

The creation of store atmosphere is dependent 
upon the proper arrangement, upon the utilizatiori of 
beautiful fittings, attractive lighting system and 
deftly arranged windows. All of these must incor- 
porate not only the appeal of one’s aesthetic sense, 
but also to one’s pride and vanity. It must flatter the 
customer that he or she is more conversant with the 
culture of the world than they naturally are; that they 
possesss finer shades of feeling than they actually do. 
It must infer that they are so discriminating that the 
conventional grates upon them, whether it does or 
not. It must intimate that while they may live in a 
small town setting, they have a continental view- 
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point. It must make clear that they are impatient 
with the ordinary and demand the unusual. None of 
these can be secured by mere discussion of mechan- 
ical details or the dry facts of literal reasons why. 
All of them depend upon the creation of an image 
upon taking beauty and imprisoning it in your store 
through the service and the experience of men skilled 
in doing this. 

To some people fixtures are fixtures and windows 
are windows, but to others these give to the store 
an exclusive and attractive appearance. As your 
patrons visit other stores, they unconsciously make 
comparisons, some favorable and some otherwise, and 
to the extent of their comparisons depends the in- 
crease or decrese of your sales volume. 

Arrangement has an important bearing in main- 
taining your patrons. The position, size, height, 
length, color, lighting and grouping of your fixtures 
must be just right so as to cause your patrons to 
penetrate deeper into your store. The position and 
size of the doorway will have a tendency to either 
invite or repulse the entree of your customers. 


The successful, far-seeing merchant plans not for 
the immediate, but for the future years ahead. He 
does not buy fixtures that merely seem to meet his 
needs, neither does he buy for price or fancy ap- 
pearance; rather he employs competent fixture archi- 
tects, men of training and of experienced merchan- 
dising service to handle his particular needs for to- 
day and for ten and twenty years from now. He 
would not consider the building of a house without 
a competent architect, but he often tries to equip his 
store without advice. 

The fittings and fixtures of his store must be such 
that not only efficiency but attractive arrangement 
can be made to materially aid in creating a desire for 
one’s purchase, and also to keep his patrons sold, to 
create their prestige and their confidence toward the 
store. The buying public of today is more critical 
than ever, and it will be more so in the future. The 
utility and design of fixtures will have an important 
bearing on whether an establishment will be in busi- 
ness ten years from today. 

Most stores are just stores with fixtures and a 
line of windows. They seem to serve until real com- 
petition of a more modern store enters, and then they 
immediately readjust their prices to keep them lowest. 
This would not be necessary with a modern store at 
the beginning. 

Everyone naturally likes to buy at a store of bet- 
ter appearance and service. They like to feel that 
that which they buy comes from a store of exclu- 
siveness. They like to say, “I bought it at So-and- 
So’s, the progressive merchant.” You, too, can be a 
progressive merchant. Let your windows, your store 
display help sell. Make it easy for your customers 
to shop around themselves; for good selling is partly 
good seeing—seeing is principally good display. 














“JUST THE BEST” 


Papier Mache 

















Nrernedr wa 

















Get Our Catalogue 








Art Fontaine 
Exposition Company 


10714 N. Main Street 
Los Angeles, Calif. 
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Windows Enriched With 


Plushes and Velours in Exquisite 
Shades and Tones Attract Atten- 
tion and Create New Business. 


We specialize on your needs. 
Let us quote, or order an initial 
supply. 


Samples and Prices Supplied on Request 


National Plush Company 


7 West 3rd Street New York City 
“A National Institution Known for Service” 
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“Specializing in Fabrics for the Display Man.” 


WINDOTRIM FABRICS, Inc. 
17 Madison Avenue 
New York 


Tell Us What You Want and Samples Will Be 
: Submitted. 




















SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 
This is the first and only practical book on show 
card writing written from the retailers’ angle. 


Mr. Jowitt, the author, is internationally known as 
an expert teacher and practical show card writer. 


This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 


Why pay for expensive interior or window display 
cards or price tickets? 


Why use poor show cards when this art is so close 
to your pocketbook? 
ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 


Showing actual methode in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID - 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department 


2058-2060 NORTH WESTERN AVE. 
CHICAGO, ILL. 
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Right Way to Use Gift Price Cards 


Christmas Shoppers Like to Know Price of Articles on 
Display Before Entering Store to Purchase 


By B. L. UMBERGER 
General Manager, Fixture Sales Co., Charlotte, N. C. 


URING the holiday rush the customary treatment 
of window displays usually gets thrown over- 
board. This is particularly true of the small store 
where display space is overtaxed with a wide 

range of gift merchandise. Pricing each and every item is 
quite a problem, especially if easels are used to support the 
heavy show cards. 

It is not necessary to slash prices in December, but shop- 
pers do like to know what a certain article is going to cost. 
They have an approximate idea of how much they can afford 
to spend on each member of the family, and if the price 
ticket is properly handled the sale will be completed before 
the person enters the store. Timid buyers will also be aided 
in making their selections and not be forced to ask the price. 

Illustrations of the effectiveness of price tags on gift 
merchandise may be seen on every hand. At the recent con- 
vention of the Window Display Advertising Association 
held at Chicago display cards and price tickets were stressed 
by a majority of the speakers. The only lady on the pro- 
gram in speaking on “Woman—The Window Shopper,” veri- 
fied the fact that women do more than 75 per cent of the 
shopping and on.a limited budget as well as time. They 
have no time, she said, to look over all the goods on the 
counters and shelves and there must be an open book in the 
windows, display cards and always price tickets. 

At no period of the year are prices more important than 
at Christmas, and if prospective customers are to be guided 
correctly the price should appear right on the article. An 
unfortunate experience by a retailer through improper 
handling of price tickets was revealed last December. He 
offered an electric clamp lamp at $5.00, near. which he 
displayed a table lamp at $11.50. Heavy traffic past the store 
jolted the contents of the window, resulting in the five dol- 
lar card being shifted in front of the expensive lamp, while 
the card for the latter fell to the floor upside down. The 
error was‘ not noticed until several women demanded the 
table lamp for $5.00. In order to avoid antagonizing the 
customers and to make good the apparent price he had to 
lose a year’s profit on his stock of lamps. 

This incident could not have happened with our curved 
holders for they would have gripped the price marks to the 
lamps. Lamps are not the only articles that can be properly 
priced for a holder is made for almost every class of mer- 
chandise. Displays of all descriptions can be created and 
the price tickets attractively shown without interfering with 
the intended setting. 

Just before Christmas last year, a Durham retailer spon- 
sored a theatre party for the kiddies. He set up an attrac- 
tive toy display, with a theatre ticket and the movie pro- 
gram attached to each plaything, which was, of course, 
plainly priced. All the message necessary was a single line 
on a display card, stating the show could be seen free if a 
toy was purchased. Any additional explanation would be 
superfluous. Over 500 youngsters responded. 

Another merchant introduced a lifesize “cut-out” of Santa 
Claus, emptying and scattering a genuine sack of toys and 
sporting goods over the window floor. It was a ticklish 
problem how to price each and every gift without confusion, 
but it was overcome by seeing that a price tag adhered to 
each item. 

The roof of a house, with the chimney projecting out, 
was the striking effect aimed at—and attained—in the win- 
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dow of a California store. The roof, constructed out of 
composition board, was on a gradual slope, with green 
shingles paintedgon it, sprinkled with mica snow. The chim- 
ney was covered with red brick tiled paper. 

The merchandise exhibited on this sloping roof, which 
reposed on the floor of the trim, comprised innumerable 
small items which are difficult to price tag and caption 
satisfactorily. While this retailer managed to get the gift 
offerings to stay in their respective places, it was difficult to 
have the price sign stay ‘put.” He wisely invested in some 
card holders from our Los Angeles branch. 

A live retailer in Reading, Pa., has a window half the 
way open at the back, where there is a ledge, on which he 
stood the Christmas trees in a single line like so many 
sentinels. He had a two-fold purpose in view—to catch 
both window shoppers and those already inside his store. 
The trees were filled with a wide range of gifts, to each of 
which a price tag with a brief description of each, was at- 
tached. Larger gifts were distributed in neat array about 
the cotton batting frosted floor, each with a price ticket se- 
curely displayed with card holders. 





REMODELED SEATTLE STORE FORMALLY OPENS 


The Eastern Outfitting Company, Seattle, Wash., recently 
held its formal opening of their remodeled store. An evening 
reception with music by a large orchestra, vocal selections 
and an elaborate fashion show with living models were fea- 
tures of the opening day’s program. 

More than one-third of the ground floor space is devoted 
to large show windows arranged in circular form around a 
foyer entrance and additional display windows on each side 
of an incline entrance on the side street which leads to the 
balcony of the store. The front windows are backed with 
antique marble wainscot with elaborate wrought iron grill- 
ing effect over ornamental niches. Finished wood and fix- 
tures are of walnut with a Belgian marble base. Green and 
gold finish in the window interiors is echoed by brown and 
gold brocaded window drapes and lambrikins. Velvet rugs 
in scatter effect are used on the floors of the windows. 

A brown and gray tile floor with a mirrored pillar in the 
center are features of the lobby. Wrought iron lantern 
effects with yellow glass sides are used throughout the store 
in addition to the service lights. The wood work in the in- 
terior has been refinished in light maple with a stipple effect. 
Walnut fixtures in the form of wall and show cases have 
been installed on all floors. 





STORE DAMAGED BY FIRE BEING REPAIRED 

Work has been started on repairs at the Schwartz Bros. 
Department Store,, Altoona, Pa., occasioned by the fire on 
September 9, when the loss amounted to approximately 
$100,000. A number of changes will be made to the interior 
and an elevator will be installed. © 





BIDS FOR BASEMENT FIXTURES BEING RECEIVED 

Plans for a large basement and a number of changes on 
the main floor were recently announced by T. P. Burns & 
Company, Janesville, Wis. The new basement will have the 
same amount of floor space as the main floor and will carry 
a complete line of basement goods. Bids are now being 
received for the new fixtures. 





DEPARTMENT STORE PLANS FOUR-STORY ANNEX 


With the purchase of additional frontage alongside the 
present store building by the Glosser Brothers Department 
Store, Johnstown, Pa., came an announcement that a four- 
story annex would be erected and a general remodeling pro- 
gram carried out. Plans for the new structure will be drawn 
at once and the work started as early as possible. 
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A Complete, Modern and Practical Text Book, 

Authoritatively Presented and Profusely Illus- 

trated. Written by the Foremost Authority of 
DISPLAY AND DRAPING 


Jerome A. Koerber 
Display Manager, Strawbridge & Clothier 
Philadelphia, Pa. 

HE Art of Draping for Mercantile Dis- 
play is a text treatment, fully illustrated, cov- 
ering the subject in minutest detail. It begins 

with the first introduction of display and goes in 
complete sequence to the modern method of ap- 
plication of the art. 

The subject is handled in such a way as to be 
of the greatest help.to all displaymen regardless 
of the branch of display work in which they are 
engaged. A book for everyday use. 

Profusely Illustrated—Substantial Cloth Binding— 
128 Pages—Page Size, 732x 10% 


Per Copy, $3.00, Postpaid 


Together With a Year’s Subscription to The 
DISPLAY WORLD for only $4.00 


Send Your Order Now to 


The DISPLAY WORLD 


CINCINNATI, OHIO 























Holiday Sales 


Can be vastly increased by the use of the proper 
counter display fixtures. Write for our special 
circular showing stands for every line. 


We are now putting out a combination fixture for 
dresses and ladies’ wear which can also be used as 
a piece goods stand. Write for particulars. 


Do not forget we also make a complete line of floor 
cases, mirrors and store fixtures of all kinds. 


THE GREAT CENTRAL NOVELTY CO. 


232-40 Main Street, Cincinnati, Ohio 




















We've Produced a New 


FLORCLOTH 


Which has all the colorings of Fall in it. 


$1.50 per yard; 36 inches wide. 
Samples on Request. 


WINDOTRIM FABRICS, Inc. 


17 Madison Avenue 
New York 
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Display Service Bureau Extends Scope 


Modern and Fully Equipped Show Window Installed by The Display 
World Service Bureau for Solution of Display Problems 


ATIONAL advertisers, realizing that win- 
dow display advertising “makes the passer 
buy,” have come to consider this one of the 
most important adjuncts of their yearly ad- 

vertising programs. Three years ago, window adver- 
tising, so far as the national advertiser was concerned, 
was not given much attention. As a result, very little 
of the display material produced was used. 

‘Fremendous development has been noticeable in the 
past three years, and today the national advertising 
branch of the field of window display is considered, 
from a standpoint of importance, equal to that of any 
other portion of the industry. 

With this remarkable development, in which The 
DISPLAY WORLD has constantly led the way, ad- 
vertising and sales managers for manufacturers of 
nationally advertised products, lithographers and cre- 
ators of window display advertising, display service 
firms and others, have been delving into the archives of 
window display history in an effort to solve the innu- 
merable problems confronting them almost daily. 

There was:no established central clearing house, 
with the exception of The DISPLAY WORLD, to 


which they could turn for answers to their inquiries. 
Requests for information poured into these offices in an 
unending stream, and, in order to handle them system- 
atically and efficiently, The DISPLAY WORLD Ser- 
vice Bureau was established, backed up by the most 
complete files of window display information available 
anywhere in the country. 

Within the last few months the scope of this service 
has been extended to include the creation of model dis- 
plays for manufacturers, using their merchandise and 
display material. A show window so constructed that 
it can be reduced to almost any size has been installed 
in the bureau’s offices. Both permanent and temporary 
backgrounds can be used, and the lighting equipment, 
installed by Curtis Lighting, Inc., of Chicago, consists 
of all types of overhead lighting, spot lights, foot lights, 
and a complete system for color lighting. Effects rang- 
ing from the one 50-watt globe light found in some 
smaller store windows to that used by the largest de- 
partment stores may be obtained. 

A photograph of the display which can be used as 
a model for dealers and displaymen is furnished, if re- 
quested by the manufacturer. That it is proving suc- 








Modern and Fully Equipped Show Window Recently Installed by The Display World Service Bureau 
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cessful, and that it is considered valuable in the solution 
of display problems, is evidenced by the scores of manu- 
facturers who are taking advantage of the service. 
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Displays Created for National Advertisers by The DISPLAY 
WORLD Service Bureau. Upper, The Odorono Company, 
Cincinnati, Ohio; Center, The Coleman Company, Wichita, 
Kansas; Lower, Holeproof Hosiery Co., Milwaukee, Wis. 


Another feature of this model window service is a 
careful laboratorial test of display material, planned or 


that has already been produced, to determine its effec-’ 


tiveness and value for producing satisfactory sales re- 
sults when installed in the various classes of windows. 
All types of lighting and all kinds of background ma- 
terials are used.in conducting this test. Its power to 
attract and interest the passerby is carefully checked. 
Manufacturers are urged to take advantage of this 
free service by submitting all display pieces, either 
before or after they have beén produced, for examina- 
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ARROW BRAND 


For Paper Craft 


Supreme Quality 


Made.in Thirty-three Brilliant 
Shades and Colors 


NKLE 
REPE 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 
Manufactured by 


The Tuttle Press Co. 


APPLETON, WISCONSIN 
1899 — 1925 
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IT FITS NEATLY ON THE SHOE 


And the Movable Clip Holds Any Size Price Card 
in Any Position 


R. ORTHWINE 


Display Specialties 
343 TO 347 WEST 26TH ST., NEW YORK, N. Y. 














Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples sent 


on request. 


Cleveland Decorative Works, Inc. 
1260 W. 9PH ST. CLEVELAND, O. 








WHEN IN DOUBT WRITE 
THE DISPLAY WORLD SERVICE BUREAU 
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tion in this laboratory and for the expert opinion of a 
group of display and advertising executives. 

As a whole, this service bureau is equipped to solve 
any problem concerning window display advertising, 
whether it be merely the giving of an address of some 
installer or distributor of window display advertising, 
or a complete survey of some certain subject in the field. 
Answers to questions and all advice given is frank and 
based on the most dependable information obtainable. 





LEATHER PRODUCTS COMPANY OFFERS 
DISPLAY MATERIAL FREE 

Fine leather wallets are inherently attractive. | When 
dressed up with a compelling display similar to the one 
created by the Amity Leather Products Company, West 
Bend, Wis., in which the compelling display material, fur- 
nished without charge, is used, the passerby will stop, look 
and ask to see them. 

Displays of this kind are very effective during the Christ- 
mas season, for billfolds make attractive gifts. This com- 
pany is using large space in many national magazines and 
it will pay any dealer to feature Amity billfolds in coordina- 
tion with this program. 





NOVEL DISPLAY CARD GIVEN ON APPLICATION 

A novel window display piece with a mirror called the 
‘Go-Get-Her” has just been produced by the Marinello Com- 
pany, Fifth Avenue at Thirteenth Street, New York City. 
It fastens on the window with two rubber suction cups, 
which hold it permanently in one spot until moved. The 
mirror just at the right height to be cf useful service will 
stop every woman who passes. On either side of the mirror 
there is space to place a jar of this company’s products. The 
actual size of the card is 11% by 16 inches and is packed 
securely. There is a limited number of these to be sent 
only upon application. 





DISPLAY MATERIAL APPEALS TO WOMEN ONLY 

The bobbed hair vogue has created many sales of the 
Gillette safety razor. Indispensable for keeping bobbed hair 
attractive, it has also become recognized as the safest and 
simplest way of keeping the underarm smooth. 

An attractive display has just been created by the Gillette 
Safety Razor Company, of Boston, Mass., known as display 
No. 20, and which is designed to appeal to women only. 
This display is obviously feminine in color and design. The 
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cards show the advantage of using the Gillette for underarm 
shaving and- keeping smooth the neck of the bobbed hair 
woman. Empty cartons are furnished to use in place of the 
actual merchandise. 





HANDSOME DISPLAY FRAME FURNISHED 
Included in the attractive and effective display material 
furnished by Schnefel Brothers, of Newark, N. J., manufac- 
turers of La Cross nail files, manicure sets, and other simi- 


lar products, is a handsome display frame, which is sent free 
of charge to all dealers with an order of their assortment of 
manicure sets. This stand should prove most effective for 
both window and counter display during the Christmas buy- 
ing season. 

Another display just issued by this firm is a small card 
which illustrates the filing of a finger nail with a La Cross 
nail file. The piece is attractively finished with a sample 
file in correct position to fit in with the picture. It can be 
used as an added piece in any toilet goods window. 





CONKLIN ISSUES MATERIAL FOR CHRISTMAS 
A beautiful three-piece window display, featuring Conk- 
lin pens, has just been produced by the Conklin Pen Manu- 
facturing Company, of Toledo, 
Ohio. This display is espe- 
cially appealing at the Christ- 
mas season when gifts are the 
thought paramount in most 
people’s mind, but can _ be 
profitably used at any season 
of the year. 

As may be seen from the cut 
showt® here this display can 
also be used as a promoter of 
school. business, as it features 
the child in a characteristic 
mood. It is attractively litho- 
graphed on the highest grade 
paper stock and is constructed 
for easy installation by any- 
one. Reproduced model dis- 
plays showing effective ar- 
rangements of the material 
and placing of the merchan- 
dise are sent with the material. 
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A vigorous advertising 
campaign to help you sell 


Reed’s Crepe Papers and Crepe Paper Favors 


ADVERTISEMENTS similar to 
this one are telling women 
everywhere about Reed’s 
Crepe Papers and Crepe 
Paper Favors! Month by 
month, in the columns of 
leading women’s publica- 
tions, women are learning 
that with Reed’s their 
parties can be more bril- 
liant, smarter, more unusual. 

And the demand for 
Reed’s is growing every- 
where. Progressive deal- 


ers proclaim them the most 


striking improvement ever 
achieved in crepe papers. 
Reed’s colors are more bril- 


liant and more variedly 
beautiful than anybody 
thought possible in crepe 
papers. You know how sen- 
sitive women are to colors. 
These new rich shades will 
draw them to your store. 


And Reed service is up 
to Reed quality too. Reed 
orders are filled accurately 
and shipped promptly. 
Order today. Plan now to 
feature Reed’s Crepe 
Papers on your holiday dis- 
plays. If your jobber 
doesn’t happen to handle 
Reed’s, we'll be glad to 
refer you to one who does. 


C. A. Reed Company, Williamsport, Pa. 


R |) We have issued a booklet, “Color Har- 
mony,” which contains a valuable color 


Crepe,,Papers 


Crepe Paper Favors 


THE DISPLAY WORLD 






























hasmony chart, along with instructions for 
making party favors, fancy costumes, dec- 
orations, etc., from crepe paper. Your 
customers will want this booklet, which 
you can sell to them at cents. Be sure 
to order a stock of booklets along with 
your stock of Reed’s Crepe Papers and 
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Woriad 


FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


Service 


Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 
anything in the display line in which you are inter- 


ested. 
blank, 


If you do not find your needs listed on this 
write a separate letter. 


If we do not have 


the information you want on file we’ll find out for 
you. Avail yourself of our incomparable service 


facilities without cost or obligation. 


This service in- 


cludes an analysis of any display problem. 


_] Air Brushes 

[) Animated Signs 

[] Artificial Flowers 

C] Artificial Snow 

(] Art Screens 

(} Art Studies 

Backgrounds 

Background Coverings 

Books on Cardwriting 

Books on Display 

Books on Draping - 

Booths and Floats 

Brushes and Pens 

Cabinets—Revolving 

Card & Mat Board 

Cardwriters’ Materials 

Cash Carriers 

Chairs and Seats 

Color Lighting 

Counters and Shelving 

Crepe Papers 

Decorative Papers 

[] Decalcomania 

[1 Display Furniture 

(] Display Forms 

[] Display Racks 

] Dividers—Show 
Window 

[1] Drawings and 
Paintings 

[1] Drawing: Boards 

_] Exhibit Displays 

[] Fabrics and Trimmings 

[| Fixtures 

(] Flags and Banners 

_] Hammers—Window 

[] Lamp Coloring 

_] Lighting—Equipment 

_] Lithographed Displays 

(] Natural Foliage 

(] Pageants and Exhibits 

(] Plaques (Window) 


QOOOUOOUOOOUOOUOL 


OO 


[] Papier Mache 
Specialties 
(] Plastic and Composi- 
tion Pieces 
Plushes and Velours 
Price Cards—Tickets 
Price Ticket Holders 
Reflectors __ 
Revolving Display 
Tables 
Screens (Background) 
Shoes—Window 
C] Show Cards 
|] Show Card Schools 
Show Card Service 
Show Card Supplies 
Show Cases 
Show Case Lighting 
Signs—Card Holders 
Signs—Brass and 
Bronze 
Signs—Electric 
Signs—Wood Letter 
Stencil Outfits 
Stock Posters 
Store Designing 
Store Fronts 
[] Time Switches 
[] Valances 
(] Wall Board 
_] Wax Forms—Figures 
[] Wickerware 
Specialties 
[] Window Displays 
[] Window Display 
Service 
[] Window Drapes 
(] Window Lighting 
[_] Window Shades 
(] Window Trimming 
Schools 
[] Wood Carvings 


OO OOUCO 


OOOODCO GCOUOOO 


[] Do You Wish a Copy, of Their Catalog? 
[] De You Plan to Remodel Your Store Soon? 
[] Do You Plan to Build a Store Soon? 


Name of Firm 


Name of Display Manager 


Stréet 
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Coast Photo Contest Awards Made 


Grand Prize Awarded D. P. Smith, of Oakland, Calif. 
—Bert Smyser, of Tacoma, Wins Sweepstakes 


By BERT MUIRDEN 
Contest Clerk, 1925 P. C. A. D. M. Convention, Portland, Ore. 


ESULTS of the window display photograph con- 

test held by the Pacific Coast Association of Dis- 

play Men in connection with their recent conven- 

tion held in this city have been compiled and the 
prize winners announced by the judges. Several hundred 
photographs were entered by displaymen from all sections 
of the coast in the forty-six classes. 

Silver medals were awarded winners of first prizes, bronze 
to those who took second prizes, and ribbons for the third 
prize winners. Silver loving cups were awarded winners 
Each photograph was numbered by the 
contest committee so that the judges would have no knowl- 
edge of the entrant. 
selling possibilities, 


of grand prizes. 
Points given were 50 per cent for 
25 per cent for 
per cent for originality. 


artisiic effect, and 25 


The grand prize for the most points won was awarded to 
D. P. Smith, display manager, B. F. Schlesinger & Company, 
Oakland, Cal. Sweepstake prizes given for the best group 
of twelve photographs entered were awarded to Bert 
Smyser, Stone-Fisher Co., Tacoma, Wash., first; J. Walter 
Johnson, Ira F. Powers Company, Portland, Ore., second; 
D. P. Smith, B. F. Schlesinger & Company, Oakland, Cal., 
third, and Paul Francisco Lupo, Barker Bros., 
Cal., fourth. 

Pacific Coast championships, which bars the winners from 
competing in the contest at the 1925 convention, were given 
D. P. Smith, of Oakland, Cal., and J. Walter Johnson, of 
Portland, Ore. 

Prize winners in the various classes were: 

Group 1.—Evening gowns; first and second, Bert Smyser, 
Stone-Fisher Company, Tacoma, Wash.; third, Z. E. Averill, 
The Callahan Company, Yakima, Wash. 

Group 2.—Women’s suits, coats or dresses; first, D. P. 
Smith, B. F. Schlesinger & Company, Oakland, Cal.; second, 
Bert Smyser, Stone-Fisher Company, Tacoma, Wash.; third, 
D. P. Smith, B. F. Schlesinger & Company, Oakland, Cal. 

Group 3.—Silk piece goods; first, D. P. Smith, B. F. 
Schlesinger & Company, Oakland, Cal.; second, Adrian 
Delsman, George J. Wolff Company, Aberdeen, Wash. ; third, 
Z. E. Averill, The Callahan Company, Yakima, Wash. 

Group 4.—Wash goods or dresses; first, second and third, 
D. P. Smith, B. F. Schlesinger & Company, Oaland, Cal.; 

Group 5.—Millinery; first, D. P. Smith, B. F. Schlesinger 
& Company, Oakland, Cal.; second, Franklin K. Foss, 
Lubin’s, Spokane, Wash.; third, D. P. Smith, B. F. Schlesin- 
ger & Company, Oakand, Cal. 

Group 8.—Infants’ wear; first, second and third, 
Smith, B. F. Schlesinger & Company, Oakland, Cal. 

Group 9.—Lingerie or corsets; first, second and _ third, 
D. P. Smith, B. F. Schlesinger & Company, Oakland, Cal. 

Group 10.—Handkerchiefs or ribbons; first, second and 
third, D. P. Smith, B. F. Schlesinger & Company, Oakland, 
California. 


Los Angeles, 


dD. %. 


Group 11.—Notions; first, second and third, D. P. Smith, 
B. F. Schlesinger & Company, Oakland, Cal. 

Group 12.—Toys; first, J. Walter Johnson, Ira F. Powers 
Furniture Company, Portland, Ore.; second; Bert A. Smyser, 
Stone-Fisher Company, Tacoma, Wash.; third, J. Walter 
Johnson, Ira F. Powers Company, Portland, Ore. 

Group 13.—Men’s, women’s or children’s hosiery; first, 
Z. E. Averill, The Callahan Company,. Yakima, Wash; sec- 
ond, Glenn B. Waugh, Davenport Sport Shop, Spokane, 
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Wash.; third, D. P. Smith, B. F. Schlesinger & Company, 
Oakland, Cal. 

Group 14.—Men’s, women’s or children’s underwear ; first, 
second and third, D. P. Smith, B. F. Schlesinger & Com- 
pany, Oakland, Cal. 

Group 23.—Men’s, women’s or children’s bathing suits; 
first, D. P. Smith, B. F. Schlesinger & Company, Oakland, 
Cal.; second, L. A. McMullen, Eastern Outfitting Company, 
Portland, Ore.; third, Bert Smyser, Stone-Fisher Company, 
Tacoma, Wash. 

Group 36.—Men’s or women’s shoes; first, D. P. Smith, 
B. F. Schlesinger & Company, Oakland, Cal.; second, E. R. 
Schmidt, Knight Shoe, Company, Portland, Ore.; third, D. P. 
Smith, B. F. Schlesinger & Company, Oakland, Cal. 

Group 38.—Pen and ink or water color sketch of win- 
dow background; first, second and third, J. Walter Johnson, 
Ira F. Powers Furniture Company, Portland, Ore. 

Group 39.—Pen and ink or water color sketch offering 
the best suggestion for a window display, award made on 
originality and practical ideas; first, second and third, J. 
Walter Johnson, Ira F. Powers Furniture Company, Port- 
land, Ore. 

Group 45.—Best decorated store interior; first, second 
and third, Paul F. Lugo, Barker Bros., Los Angeles, Cal. 

Group 46—Best decorated store exterior; first, second 
and third, J. Walter Johnson, Ira F. Powers Furniture 
Company, Portland, Ore. 





EFFECTIVE HOLIDAY CUT-OUTS AVAILABLE 


Santa Claus, holly wreaths and various other cut-outs 
appropriate for Christmas and holiday displays in sizes 
ranging from six to fifty-four inches are now available. 

These are lithographed in five colors, 100-point mounted, 
die cut, equipped with a strong lock easel, and are packed 
in a specially prepared container assuring promptness and 
safety in delivery. 

The natural likenesses of these pieces aid materially in 
adding a touch of the holiday spirit to both the window and 
interior settings, and the blank card held by the Santa Claus, 
for the insertion of advertising copy, offers splendid oppor- 
tunities for tieing up with displays of any nature. 

This is the product of the Richardson Illustrating Com- 
pany, Singer Tower, 149 Broadway, New York City, who 
advise that despite the great demand for this material they 
are still in position to make prompt shipments. 





ROY DURSTINE HEADS AGENCY ASSOCIATION 

Roy S. Durstine, Barton, Durstine & Osborn, Inc., New 
York City, was elected president of the American Associa- 
tion of Advertising Agencies at the convention recently held 
in New York. 

Other officers elected are: James W. Young, J. Walter 
Thompson Company, Chicago, Ill. vice-president; St. Elmo 
Massengale, Massengale Advertising Agency, Inc., Atlanta, 
Ga., secretary, and H. K. McCann, H. K. McCann Company, 
New York City, treasurer. 

The executive board elected is composed of John Benson, 
Benson, Gamble & Crowell, Chicago, and C. D. Newell, 
Newell-Emmett Co., Inc., New York City, one-year term; 
Stanley Resor, J. Walter Thompson Company, New York, 
and Merle Sidener, Sidener-Van Riper Advertising Com- 
pany, Indianapolis, Ind., two-year term; Herbert Gardner, 
Gardner Advertising Company, New York City, and H. T. 
Ewald, Campbell-Ewald Company, Detroit, Mich., three- 
year term; Stewart L. Mims, J. Walter Thompson Company, 
New York City, R. S. Simpers, McLain-Simpers Organiza- 
tion, Philadelphia, Pa., A. E. Greenleaf, The Greenleaf Com- 
pany, Boston, Mass., Carl P. Johnson, Johnson, Read & 
Company, Chicago, Ill., and Henry Tritschler, Nelson Ches- 
man & Co., Chattanooga, members representing councils. 
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Illustrated is a camouflage Window Box, filled wi i 
~. : ’ vit 
Sprays, Begonia Plants, Sedium Sprays and Se 


No. 2158, 38x24 inches, complete $6.50 


For ORIGINALITY and 
ARTISTRY 


Mother Nature still holds her own. Nothing is more 
appropriate for window or interior decorations than 
the beautiful products of her magic hand. 


Our line of artificial flowers, natural prepared palms, 
plants and trees, are perfect reproductions of Nature’s 
own, and embrace those items most suitable for deco- 
rative work. 


Convince yourself by sending 
for free colored Catalogue No. 2 


FRANK NETSCHERT, Inc. 


61 Barclay St., New York, N. Y. 











Glocolor Lamps Make 
Better Displays 


Cost Less Than One Cent Each 
to Color Them. 


The country’s largest stores are using 

Rosco Glocolor. Wanamaker’s, Gim- 

bel’s, Bamberger’s, Abraham & Strauss 
and hundreds of others. Beautiful and exclusive 
colors and effects, and can be dipped and dried in 
three minutes without current. Durable, do not 
soe Use Rosco Colors. Order a few trial cans 
oday. 


ROSCO LABORATORIES 
131 3rd Place E--Brooklyn, N. Y. 


Gelatine sheets, size 10 by 21, for Spotlights 
and Reflectors. 


AN 








For Windows and Backgrounds 


Use Silk Plushes, Velours, Felts, 
Cretonnes, Tapestries and Sunfast 
Draperies 
Write for Samples and Prices 
F. A. RAUCH & CO. 


Since 1882 
410 South Market Street Chicago, Illinois 














DOUBLE YouR WINDON IES, 


wit OUR ELECTRIC TUR 


ISPLAY 4x>D SELL. MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs, 
Fully Guaranteed—Write Today. 


ip “wsers’ ELECTRIC WINDOW SALESMAN CO. af oy 
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Notes from the Display Service Field 

















William G. Batson has purchased the interest of his part- 
ner, E. L. Mallory, in the Northwest Display Service at 
Portland, Ore., and Mr. Batson will in the future be in com- 
plete charge of the business. Exceptional progress has been 
made by this firm in serving national advertisers with the 
installation of window displays. Offices will still be main- 
tained at 6814 North Tenth Street, Portland. 

3enjamin O. Margoles has established the Marfel Dis- 
play Service at 11 West Redwood Street, Baltimore, Md., 
and,_in addition to doing free lance work, will take up the 
installation of window displays for national advertisers. 

Charles H. Bailey, who has conducted the Hudson Valley 
Distribution & Window Display Service for a number of 
years at Troy, N. Y., also covering Albany, Schenectady and 
Utica, has affiliated himself with the Gibson-Snow Com- 
pany, wholesale druggists of Albany. This latter firm will 
conduct a window display department, handling the installa- 
tion of displays for national advertisers, and Mr. Bailey 
will do some of this work in addition to his regular service. 

Chester C. Brett, who has been conducting window dis- 
play installation work for the Eastern Window Display Com- 
pany, of Boston, Mass., covering the cities of Lowell and 
Lawrence, Mass., has established a service covering these 
two cities and Dorchester, and will make his headquarters 
in the latter town at 60 West Tramlett Street. 


L. N. Farnsworth and R. B. Bayley are associated in the 
Commercial Window Trim Company, which has been estab- 
lished at 2314 First Avenue, Seattle, Wash. Both mem- 
bers of this firm are experienced in window display work 
and make a specialty of decorating booths and halls, in ad- 
dition to handling displays for national advertisers. Their 
territory covers all of western Washington. 


C. L. Cooperman, who recently established the Artistic 
Display Service, covering all Greater New York territory, 
has now associated with him in the conduct of his business, 
S. G. Garrelick and A. A. Sureff, two men well known in the 
Eastern display field. The firm handles all forms of display 
work, specializing in the installation of displays for national 
advertisers and has established headquarters at 542 Van 
Buren Street, Brooklyn, N. Y. 


Kenneth Ford Hatfield, who has been conducting a sign 
and show card business at Calais, Maine, for some time, has 
created some exceptionally attractive painted backgrounds 
for the display windows of his section of the state. He has 
just taken up installation work and is now accepting con- 
tracts for the installation of displays for national adver- 
tisers in dealers’ windows in his territory. 


George H. Jentzen, who has been conducting Jentzen’s 
Window Dressing Service in New Jeresy since 1906, re- 
ports exceptionally good business at this particular time. 
His new establishment at 186 Columbna Avenue, Jersey 
City, N. J., gives him ample opportunity to carry a com- 
plete line of display accessories, and he has a competent staff 
of assistants, who not only do free lance work, but are now 
installing displays for national advertisers. 





M. J. Klein, who conducted a sign, show card and win- 
dow display service for a number of years at Rockaway 
Park, New York, serving a chain of drug stores on Long 
Island, has moved to Denver, Colo., where he has estab- 
lished a window display service at 1032 Eighteenth Street. 
He will handle a general line of display installation work for 
national advertisers. 


Specializing in drug store service and handling displays 
for national advertisers as well as serving local druggists 
with regular displays at specified intervals, Will S. Wood 
has established an advertising and merchandising service in 
Forth Worth, Texas. Mr. Wood has had considerable ex- 
perience in the drug field and is receiving a splendid start 
in his new work. 


F. A. Bascom has sold his interest in the Springfield Dis- 
tributing Company, 50% Mason Street, Springfield, Mass., 
to his former partner, R. C. Rushlow, who, with his brother, 
R. J. Rushlow, will continue the business at the same ad- 
dress. This firm has successfully handled quite a number 
of window display installation contracts for national adver- 
tisers, and has exceptional prospects for further work along 
this line in addition to their regular distributing business. 


Melvin R. Sandberg, who conducts the Sandberg Display 
Service in Duluth, Minn., has moved his offices from the 
Manhattan Building to 9 West First Street, where he has 
more commodious quarters. Mr. Sandberg specializes in 
window display work in all its branches, but is giving par- 
ticular attention to the installation of displays for national 
advertisers. 


The Roger Williams Advertising Service has been estab- 
lished at 269 Friendship Street, Providence, R. I., by G. H. 
Armstrong and several associates, and the firm will cover 
the entire state of Rhode Island in the installation of na- 
tional advertisers’ displays. 


M. H. Meyer, manager of the Meyer Window Service, of 
618 Felix Street, St. Joseph, Mo., reports that he is enjoying 
a good run of business with excellent prospects for the 
future. This new service was established only last May. 


The Display and Art Shop, Grand Rapids, Mich., have 
sold their interest in the window installation department to 
a group of prominent displaymen of that city. This new 
firm will be known as Smith’s Show Window Service, with 
headquarters at 24 Division Avenue, Grand Rapids, Mich. 


The Adamars Company, specialists in direct advertising 
agency service, and active in the general promotion of sev- 
eral large fixture companies, announces a change of location 
from 2100 Pine Street to 21 South Ninth Street, St. Louis, 
Mo., where they are enabled to render better service for 
their clientele. 


Clyde F. Voorhees, Far Hills, N. J., has announced the 
opening of a display service company under the firm name 
of Clyde Display Service. In addition to serving local mer- 
chants and national advertisers, this company will produce a 
special design of hand-painted greeting cards and souvenirs. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 















DALLAS.---FT. WORTH 


—_—_——_—_TEXAS-——_—- 
PROSPERITY ZONE! 

Window displays installed by prize-winning window trimmers. 
Delivery Service, Signs, Show Cards, House-to-House 
Distributing. 

HUGHES ADVERTISING SERVICE 
205 N. Ervay St. Floyd G. Hughes, Mgr. Dallas, Texas 





A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available, 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 





THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 


Complete Window Display Service for National 
Advertisers in 


St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points, 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa. 








WINDOW DISPLAYS INSTALLED 


DALLAS—FT. WORTH 


and all the small towns within one hundred miles of Dallas. 
We feature a FREE PICK UP SERVICE. Write 


PARKER’S ADVERTISING SERVICE 
1201 So. Ervay Street, Dallas, Texas, 


for particulars in regard the service we are offering our clients. 


J.D. WILLIAMS DISPLAY SERVICE 
Brooks Building, Jackson and Franklin 
CHICAGO 
Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 
Manager, J. D. Williams 








JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 


BOSTON, MASS. 
and Vicinity 
EASTERN WINDOW DISPLAY CO. 
537 Shawmut Ave., Boston, Mass. : 
Guaranteed Window Display Service and Distribution 
for National Advertisers 


Associate of Window Display Installation Bureau 








PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 


A complete merchandising service put on in conjunction, with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness. Bureau, 2 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 








Send 
for 
the 
Art-Idea 


VISUALIZATION Folder 


“Putting Ideas into Picture Form” 
METROPOLITAN TOWER. N. Y 








DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 
QUALITY Window Displays installed for National 
Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 


R. V. Wayne, Manager 


A. S. FELDER 
24 Years Originating and Featuring Displays 


WINNER OF 50 PRIZES 
New York Specialist on Booths for Expositions 
Unit Displays for National Advertisers 


256 West 34th Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 


OMAHA 


Council Bluffs, lowa, and Vicinity. 


A complete Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 


OMAHA DISPLAY SERVICE 
524 Park Avenue Omaha, Neb. 


CINCINNATI. 


Dayton Springfield Louisville 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 


Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 


DECIDEDLY NEW 


Art Crystal Mirror Vases, Crystal Mirror Wreaths, 
Crystal Mirror Trees, Artificial Flowers, Fancy Papers, 
Cut-Outs, Etc. 

ART WINDOW DISPLAY COMPANY 


130 West Broadway, Corner Duane Street 
New York City 

















A POINT TO REMEMBER! 


Business is good in the display service 
field, but all indications point to 1926 as 
the largest and most profitabe year in dis- 
play service history. Concerns engaged in 
this work at present are in on the ground 
floor and should follow up their advantage. 


NATIONAL ADVERTISERS 


Refer to the HONOR ROLL OF DIS- 
PLAY SPECIALISTS for reliable concerns 


capable of properly executing display serv- 
ice contracts. 


YOUR REPRESENTATION WILL PAY! 
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Attractive Cards Used by National Advertiser 


Complete Sets of Printed Cards That Can Not Be Distinguished From 
Original Are Supplied Retailers by Manufacturer of Men’s Wear 
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Group of Attractive Window Cards by C. T. Frykman, Standar d Show Card Service Co., Chicago, for Wilson Bros., Chicago 
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Ke the word of those 
“WHO USE THEM 


You are perfectly safe in following those who, by 
experience, recognize leadership. It’s only because 
of proved quality that thousands of Card Writers, 
Displaymen and Sign Painters prefer 


° 
e 
— 
yy: f 
TRADE MARK REGUS PAT OFF 


BRUSHES avo SUPPLIES 





The standard is kept at the highest, practically 
insuring your satisfaction with every purchase. Try 
and be convinced—you can’t go wrong if you “‘take 
the word of those who use them.” 


BERT L. DAILY 


126 East Third St. Dayton, O. 











Air Brushes, Automatic Electric Air 
Compressors, Foot Pump Outfits, 
Easel Drawing Tables, Stencils, Etc. 


Our Artist Friends 


know a good thing when they 
see it—and the greatest sign- 
artists have shown such a de- 
cided preference for 


MAKE THEM STOP-- : SHO-CARD 
To Look at YOUR Windows oe Quality Board 


Windows can be your star salesmen, if you that we have been forced into 
keep them dressed up and attractive. greatly increased production. 
The Paasche air brush will help you do this. To our great gratification— 
Striking displays, attractive show cards and back- Quality Does Count 
grounds, simply and quickly made the Paasche ‘ 
way, will draw customers into your store. Twenty-seven gorgeous colors 
Dress up your windows and pep up your sales in all. Samples on request. 
with a Paasche air brush outfit. It’s inexpensive 


and pays big returns.  Hurlock Bros. Co., Inc., Mfrs. 


Write us today for details. 3436 Market St 
PAASCHE AIRBRUSH COMPANY 3435 Ludlow St. PHILADELPHIA, PA. 
1902 Diversey Parkway Chicago, IIl. sepgeensge angen 


New York Cleveland ~ Los Angeles Detroit 
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Artistic Cards Never Fail to Attract 


Everyone Is Attracted by the Artistic and Will Stop to Read a Card 
That Is Attractive Just as They Will Inspect a Neat Display 


By FRANK H. DODSON 
Display Manager, Woolf Brothers, Wichita, Kansas 


HOW ecards, like displays, produce the 
greatest results when they are constructed 
to present an artistic as well as effective 
message. Americans, as a whole, are close observers 
and are more quickly touched by something that has 


Shitt’s 


al 
en 


an expression of art and an appealing harmony of 
colors. The black and white reproduction of the cards 
below do not give much idea of the originals, but 
some idea may be gained as to their construction and 
to color effect secured. 


Group of Artistic Cards by Frank Dodson, Woolf Brothers, Wichita, Kansas 





Blick’s Beautiful Exclusive Show Card Blanks 


ORDER NOW! 190" 7x8 9s 


A real work of art. Printed 
on best quality pure white 
heavy card stock in colors 
of Red, Green, Gold and 
Black. Order direct from 
this ad or address Dept. 
D. W. for colored sample 
sheet. 


DICK BLICK CO. 
Galesburg, Ill. 


F a E 3%4x5Y 


SIZE 7x11 SIZE 11x14 
25 $1.95 25 


2 
$ 0.90 
-40 


300 Cards for 
only 
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1925 


Skipping Rungs In Retail Ladder 


(Continued from page 5) 



















































and unheard of prices. The department stores follow 
suit. It is, therefore, a matter of self-preservation for 
the independent merchant to do likewise. 

Upon the fourth and last fundamental depends the 
the return from the other three. Put pressure on sell- 
iing all of the time—where it belongs. Follow through 
every phase of store operation with a view to its even- 


of 

faite tual effect on selling, with your eyes and your mind on 
selling. 

but 8 as eee 

iit There are very few individual merchants who can 


say honestly that their stock is 90 per cent clean, salable 
merchandise, worth fully what was paid for it; who 
week after week and month after month pry into their 
stocks, intent on finding items which are not paying 
their rent, let alone a profit ; who have not checked sales 
on certain sections of their stores and made revisions in 
displays and arrangements in order to effect more satis- 
factory: results; who do not have price tickets on all 
merchandise that can be priced practically and thus 
answer the unasked questions of their customers. 

This is the day of specialized selling, and the store 
that does not make specialty offerings is usually not a 
rung skipper. The dry goods store, the furniture store, 
the hardware store, the drug store, all are turning more 
and more to the sale of items which can legitimately be 
combined with their usual classes of merchandise and 
made to increase turnover. Show me the merchant in 
any line of business who is putting selling pressure on 
items which will produce a good turn for him, and I 
will show you a rung skipper. 

Show me a merchant who has deliberately pried 
deeply into his stock and his business, who shifts inte- 
rior displays here and there, and who is insistent that 
his windows show the latest merchandise in the most. 
attractive manner; show me the merchant who care- 
fully budgets his buying, who removes all possible re- 
sistance through the use of price cards, convenient, easy 
to reach merchandise and a friendly store; show me 
the merchant who keeps his mind on selling rather than 
on buying, the merchant who sells to make a profit 
rather than buys to make discounts ; show me the mer- 
chant who deliberately adopts from the businesses of 
his most successful compatriots’ methods which will 
— place him higher on the long retail ladder—show me 
R those merchants and you will show me the rung skippers 

S 





of America. 
There has never been a time when successful retail 
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4 20 stores were making so much money as they are in this ; / 
| 3.40 present era. Opportunities are vast and unlimited, but Will help you do your work, uicker and rf 
- 10.60 t] 1 h rh aking tl , easier than will’ any other lettering device 
ar} the only merchants who are making more than a very a “ oa 
24.00 nominal profit are rung skippers. If it has been your ate ieee pf $f & Se Bens 07 Sole 

habit to spend most of your time waiting on customers 


All English orders filled by Henry C Butler Aston Hill Hawarden Eng 


downs, spend part of your time in the future looking ee > z 
for rungs to skip. It pays. seine SGT at GOD LO 
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The Fountain Air Brush Unique Window Contest Held 


For Showcard and Sign Writers Display Contest at Recent Convention of Pacific Coast 
~~ © Prema da sal Uses” Association Proves Educational Feature 

14 MONG the many attractive exhibits of the manu- 

facturers at the recent convention of the Pacific 

Coast Association of Display Men, held in Port- 

land, Ore., the display of I. P. Frink, Inc., of New 

York City, stood out very prominently on account of the 

Write tor Catalog 52 D unique idea and the educational value back of it. This com- 

Thayer & Chandler pany, manufacturers of window lighting equipment, had two 

913 Van Buren, CHICAGO model windows designed for this convention, one a back- 

ground window with the front and one side exposed, and 

the other an island window. 
The island window was equipped with ten of this com- 


é< 99 pany’s new type, all metal reflectors, built into the ceiling. 
a The island window was lined on one side with an eight unit 
section of their new multilite reflectors, and on the other 


You’ve seen it, you’ve wanted it; here’s where 
you can get it, besides all other kinds of 
fabrics for your displays. 


WINDOTRIM FABRICS, Inc. 
17 Madison Avenue 
New York 



































“IT Picture Your Message” CZ22222ZZZ, 


Backgrounds, Screens, Panels, with 
stands or to hang. All sizes. Send 
diagram. 


Service Rent or Sale 


$10.00 will procure trial order for 
one month of service circuit. Always 
new designs (no catalogue). Indi- 
vidual and Artistic. Beautiful color 
combinations. Will please the most 
fastidious display manager. 


JOHN MASON 


1608 Pine Street Philadelphia 
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The Big January Number of THE First Prize Island Window by B. A. Smyser, Tacoma, Wash. 


SPORTING: GOODS DEALER, | side with one section of continuous mirror lined trough with 
replete with information for sport- louvre screen. Each window was provided with special 
ing goods displaymen, merchants, floodlights and a full equipment of color screens and color 
manufacturers and jobbers. A pro- caps. They were wired on several circuits so that any 
fusely illustrated medium, literally number of color combinations and gradings of intensity 
crammed with ideas on merchan- could be produced. 
dising and store promotion. Remit Display contests were conducted in both these windows 
$2.00 now for a year’s subscription during the three days of the convention. Sixty dollars in 
to THE DEALER, and be sure of cash prizes were awarded the winners, who were decided by 
receiving this issue. judges appointed by the convention committee. 
The subject for the background window contest was men’s 
CHARLES ‘ SPINK & SON Publishers wear. The first prize, $15, was awarded H. H. Lamb, of 
. ? bi & C Portland; th d prize, $10, to John 
. ‘ owey ompany, Portland; the second prize, , to Jo 
10th and Olive, St. Louis Flotten, of Desmond’s, Los Angeles, and the third, $5, to 
— Adrian Delsman, of George J. Wolff Co., Aberdeen, Wash. 


Ad % Y WwW i Unusual attention .was attracted to the island window, 
vertise our ants in where the art of draping figures was contested. The first 


THE OPPORTUNITY EXCHANGE prize of $20 went to Bert A. Smvser. of Stone-Fisher Com- 
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pany, Tacoma, Wash., who created a setting of a wax figure 
draped in cardinal red silk in the form of a heart with a 
tie-up sign reading, “Miss Hearty Support for the P. C. A. 
D. M. 1926 Convention.” The second prize of $10 was 
awarded to Mrs. Olive Ralph, of Roberts Bros., Portland, 
Ore., for a window displaying a wax figure draped with 
black silk. The prizes were awarded at the annual banquet 
of the convention by Bert Cultus, of Bedell Company, Port- 
land, chairman of the evening. In awarding the prize to 
Mrs. Ralph, Mr. Cultus declared that it was the first time 
in his experience that he was privileged to extend a display 
contest prize to a woman. 

The skillful handling of the lighting equipme::+ for all 
windows displayed in the contest was one of the conditions 
in selecting the winners. As the lighting feature was not 
made a special point on the floor of the convention, the 
contest played an important auxiliary part in the educa- 
tional feature of the convention. 





LIGHTED REVOLVING STAND AVAILABLE 

The Electric Window Salesman Company, of Boston, 
Mass., announce a new lighted turn-table of great sales at- 
traction, the Electro Universal, a high-grade, beautiful model 
in mahogany finish with an 18-inch display table operated 
by a specially built Universal motor. The machine is self- 
contained, portable, with only one cord for both lights and 
motor to plug into any socket. 

With this device any display can have lights, lamps can 
be shown as in use, Christhmas trees revolve with lights on 
them, and innumerable displays of great beauty and attrac- 
tion are easily arranged. Revolving lighted displays have 
always seemed desirable, but never before practical at a 
low cost. 

The line of unlighted revolving stands of time-proven 
merit handled by this company will be continued. 





READERS SHOULD GET THIS CATALOGUE 

To our readers who are not thoroughly fatniliar with 

Lignine —- Carvings), we suggest that they write the 

, Ornamental Products Com- 
pany, of Detroit, for a copy of 
their new catalogue and a free 
sample of the product In this 
catalogue one will find hun- 
dreds of designs that can be 
used to good advantage in 
creating Christmas holiday 
windows. 

These carvings are practi- 
cally unbreakable, they can be 
used over and over again, and 
can be finished in oak, ma- 
hogany, walnut and antique 
metals, such as gold, silver, 
brass and copper. 

The catalogue is fully illus- 
trated and will prove intensely interesting as well as :n- 
structive to any displayman. Anyone examining the sample 
of this product will realize its many possibilities for display 
creations. 








STORE FRONT IS BEING REMODELED 

The Weisberger Company, of Richmond, Va., recently 
started improvements to the front of its department store. A 
new battery of display windows are to be installed eight 
feet deeper than the old ones. Three large island windows, 
in addition to the ones on the sides and in the rear, will be 
constructed and equipped with the latest designs of back- 
ground, lighting and other fixtures. It is estimated that 
the cost of this improvement program will exceed $25,0%. 
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Card Boards 


‘<Distinétividuality’ ' 


UMEROUS colors and delicate 

blends appropriate for every 
season, offered in three popular 
thicknesses. Samples free. 


“It’s in the Surface”’ 


UR creations in card board cut- 
outs and beveled edge window 
cards are sales producers. 


VISILITSTSSTSTS STL 2 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Ave., Chicago, Ill. 








GOOD DISPLAY MEN KNOW 


the finest finishing touches are put on with THE 
2 WOLD AIR BRUSH. 







Send for catalog of this “AIR 
BRUSH WITH THE GOOD REPU- 
TATION.” 


The Wold Air Brush Mfg. Co. 


2173 N. California Avenue Chicago, Illinois. 











Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


etc. Manufactured by 





For Bowls 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 


For Plates 





Keep up with the latest Professional 
and Amateur 


THEATRICAL DISPLAYS 


Write 
Drama League of America. 











59 East Van Buren St., Chicago Illinois 





HAVE YOU ENTERED 
THE DISPLAY WORLD WINDOW DISPLAY 
MERCHANDISING CONTEST? 
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Fashion Pacemaker At Football Game 


Heavy Sales of Knitted Wear Can Be Made During Football Season If 
Show Window and Interior Displays Are Made to Do Their Part 


By BETTY HOPE KANE 


Associate Director, Knitted Outerwear Bureau, New York City 


ERE sales of sportswear at the football 

season confined to those actually partici- 

pating in the game, retail stores would 

not be able to muster many sales. The 
amount of business accruing from one football team 
in any community spread over several local stores 
would not cause one to contract salesman’s cramp 
thumping the cash register. 

The spectators are the ones who make the foot- 
ball game loom big from a merchandising stand- 
point. It is quite the fashion for women to attend in 
flocks to cheer their gridiron heroes. And when the 
feminine sex popularize an event, style automatically 
follows. Every woman wants to appear at her best, 
while her male escort has to fall in to win her favor. 

On the chilly autumn days when the games are 
fought, spectators dress warmly for comfort’s sake, 
but not, however, at the sacrifice of style. These two 
factors—comfort and style—are the sportswear sell- 
ing twins, so they should figure prominently in your 
window displays. 

A short time before the big game between the 
University of California and Stanford, Taft’s, of 
Oakland, Cal., made an appropriate showing of 
knitted sportswear. At the left end of the long win- 
dow was a girlish figure clad in white skirt, scarlet 
sweater coat and a red sport hat. She also wore a 
corsage bouquet of red and white flowers to repre- 
sent the Stanford colors. A long red satin ribbon 
led from her right hand to a good-sized stuffed toy 
dog, which wore a red rosette on his collar. In her 
other hand the young woman held a red sport cane, 
with red ribbons showering from the handle. 


The second youthful figure, at the right end of the 
trim, was seated in a rustic chair. She had on a blue 
knitted skirt, a blue and gold sweater and a sport 
hat of the same color. A bouquet of gold and blue 
flowers formed a corsage in the University of Cali- 
fornia colors. In one hand she held the California 
bear, represented by a teddy bear, with the California 
colors around his neck. In her other hand she flour- 
ished the University of California banner. 


The central division of the display layout, or the 
space between the two figures, was marked off as a 
football field. The green felt covering was marked 
with white lines, with a goal post at each end. The 
figures of two boys, clad in regulation football para- 
phernalia, stood near the center, where the football 
lay. They were posed as in action. One boy with 


the cardinal sweater had his foot lifted about to kick 
the ball. The other figure, attired in a blue and 
gold sweater, was stooping down near the ball. 

Back of the football grounds were improvised 
bleachers, on which, sitting close together, were large 
dolls, as big as three-year-old children. They were 
dressed most attractively in brightly colored sweaters. 
Some of them waved the cardinal colors, while some 
flaunted the gold and blue. 

Since che football fixture was between two popu- 
lar local teams, it needed display diplomacy in 
handling them in order to avoid antagonizing some 
of the people. Devoting equal prominence to both 
teams avoided such a situation. 


Another display which could be made over for 
almost any local football meet was staged by Spauld- 
ing’s, of Oakland, Cal. On the window floor was 
spread an oblong piece of blue felt, around which, to 
form a border at the outer edge, was a yellow satin 
ribbon. High up in the middle of this blue oblong 
a football was held in place. Streaming down from 
the football to the ribbon border were about eight 
wide strands of wide satin ribbon, four blue and four 
yellow. At each corner of the trim was a large jar- 
diniere of golden yellow chrsyanthemums, the jar- 
dinieres being -held in tall wicker frames. 


The clever feature of the window was the letter C 
in blue chenille, fastened lightly in the middle of each 
large yellow chrysanthemum. The C stood for the 
University of California. This C was a piece of 
fluffy chenille, through which a fine wire had been 
run, thus permitting it to be curled in shape. The 
wires at each end extended beyond the chenille and 
were turned into the flower-like pins, to hold the let- 
ters securely. 

An important football match was admirably 
handled by Raiford’s Department Store, Tuscaloosa, 
Ala. At the center rear of the display was a pergola 
of dark-stained oak, covered with autumn leaves. 
Stands about the sides displayed both red and white 
sports hats in worsted and brushed wool. The center 
of attraction was a young woman figure, attired in 
a sports suit of red and white, the local team’s colors. 
Red and white ribbon streamers extended from the 
figure’s right hand to the different hat stands. | 

The tendency to idolize football stars was capi- 
talized in a window display by Charles Ely for 
Browning & King Co., Detroit, Mich. Incidentally the 
display helped budding football players to choose the 











, 1925 


1e 


kick 
and 


vised 
large 
were 
uters. 
some 


Opu- 
y in 
some 
both 


r for 
auld- 
was 
+h, to 
satin 
long 
from 
eight 
four 
» jar- 
jar- 


ter C 
each 
r the 
ce of 
been 
The 
> and 
e let- 


rably 
loosa, 
rgola 
‘aves. 
white 
‘enter 
ed in 
olors. 
n the 


capi- 
, for 
ly the 
se the 








regulation attire and equipment. First of all, Mr. 
Ely obtained photographs, full length ones, in play- 
ing costumes of the gridiron favorites. The next step 
consisted in coloring the worsted jerseys worn by the 
players in, the university colors. The photographs 
were then mounted on wallboard, neatly carved so 
that nothing but the figure outline of each footballer 
was left. The cut-outs were supported on small eleva- 
tions, each cut-out being of uniform height. They 
were placed in the positions assumed on the field of 
play, the center forward having been photographed 
with ball at his toe in the act of starting the game. 

The window floor was covered with green billiard 
cloth, while behind the players a miniature goal post 
and net were arranged. The unit trim system usually 
followed by Mr. Ely was discarded to make this im- 
pressive layout, but he introduced the merchandising 
note in a unit at either side of the complete display. 
Here his display artistry was allowed full rein, with 
football jerseys and heavy shaker sweaters and sports 
hose to match draped around the base of each stand. 

The Cable Boot Company, Bradford, England, 
conducted a display drive on football boots and 
hosiery, the idea being to sell both articles to the 
footballer with the one aim. The goal posts were de- 
picted by pasting large strips of white paper around 
the sides and across the top of the window glass. 
Strands of roping were woven together to form the 
soccer goal net, which enveloped completely the back 
and sides of the trim. Green cloth on the floor repre- 
sented the grassy football field. Seen through the 
goal post netting were cloth drapes to represent the 
principal soccer clubs of the city. 

A touch of life to the exhibit was afforded by the 
cleverly conceived cut-out of a football player kick- 
ing the ball in midair at an exciting stage of the 
game. It certainly focused attention on the pair of 
flying legs, with just the lower part of his jersey 
showing above them. The same idea could be worked 
out equally effectively with jerseys and sweaters. 

Heavy inroads will be made on your knitted outer 
wear stocks during the football season if your show 
windows are fulfilling the part of silent salesmen. 
Both kinds—stylish and staple—will be sought after. 
Be there with complete stocks; don’t have your sales 
force turn down customers with “We are just out of 
that.” 








DISPLAY PIECES READY FOR DISTRIBUTION 

An unusual line of Christmas display and set pieces for 
window and interior display is announced as now being 
ready for delivery from the well-known workshops of the 
Kinnear Artcrafts, 19 East 15th Street, New York City. 





BRANCH OFFICE OPENED IN CHICAGO 
The Joseph Korach Company, well-known drapery and 
valance manufacturers of Cleveland, Ohio, have announced 
the opening of a branch office in Chicago at 500 North 
American Building. The management of this office has been 
placed in the very capable hands of S. Robert Weiss, for- 
merly with the Decorators’ Supply Company, of Chicago. 


November, 1925 THE DISPLAY WORLD 





63 




















Display Managers Are Now, Considering Their 
Holiday Windows 


If you will carefully study the Designs shown in our catalog, 
they will suggest to you good ideas—IDEAS that will enable 
you to create windows—the beautiful. Our catalog of Scrolls 
Shields, Heads, Rosettes, etc., contains several pages of the 
various period characteristics. This catalog is free for the 
asking. 


ORNAMENTAL PRODUCTS CO. 


740 14th Ave., Detroit, Mich. | 




















36-Inch 


RAY VELOR 


A Semi-Plush, Semi-Velour with a 
Very Glossy Sheen 


A Silk Velour Effect at the Price of Plush. 


Samples Gladly Sent, Together With Name of 
Nearest Distributor. 


WINDOTRIM FABRICS, Inc. 
17 MADISON AVE. 
NEW YORK 

















LITHOGRAPHED LETTERHEADS 38,822 & 
Window Displays, Cut-Outs, etc. 
LUTZ & SHEINKMAN, INC. 


Est. 1896 Inc. 1904 
2 Duane Street New York City 
E CARRY “ART BLOTTERS” IN STOCK 
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For Rent Se ate 
STA 
or en FOR STYLE SHOWS 


AMELIA GRAIN, PHILADELPHIA 


Established 1890 Absolutely Reliable Service 


CATALOG FOR THE ASKING 
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XMAS CUT-OUTS 
Large Assortment, Embossed, Beautiful Colorings, Gummed, 
Ready to Use—Santa Claus Heads and Full Figures, Holly 


Sprays, Poinsettias—All sizes from 1 inch to 10 inches. 
Send $1.00 for Large Sample Assortment (Full Value.) 


W. B. YOUNG & CO. 


160 NORTH WELLS ST. CHICAGO, ILL. 

















THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 


19 EAST 15th STREET NEW YORK 











/ALANCES 


Before purchasing a Valance, write 
and find what we have to offer. 


BRYAN’S 
423 S. 4th, Louisville, Ky. 
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Doings Among Displaymen Everywhere 














Otto C. Moll, who has been assistant for fifteen years to 
Edward Munn, display manager of Franklin Simon Com- 
pany, New York City, has gone to Denver, Colo., for his 
health. His place will be taken by Fred Doscher, formerly 
with R. H. Macy & Company, Inc. 


O. H. Pearson, formerly with The Bee Hive Department 
Store, Portland, Ore., is now first assistant to the display 
manager at the new Bedell store recently opened in that city. 


~ Joseph F. Chadwick, president, International Association 
of Display Men, St. Louis, Mo., recently returned via Chi- 
cago from a trip to New York, Philadelphia and other 
Eastern cities. 

J. W. Trimm, formerly assistant to the display manager 
of Meier & Frank Company, Portland, Ore., has been ap- 
pointed display manager for Lipman, Wolfe & Company, 
succeeding P. G. Neville, who resigned to take active charge 
of the display school for training displaymen that he has 
maintained for several years. 


Murray Mullican, displayman of Madill, Okla., has been 
appointed display manager for W. A. Tynes Dry Goods Com- 
pany, Cooper, Texas. 


Sylvester c Rieser, director of display advertising of 
The Laclede Gas Light Company, St. Louis, Mo., has re- 
turned from Atlantic City, N. J., where he represented his 
company at the annual convention of the American Gas 
Association. 


W. A. Botts, president of the Guthrie Business College, 
Guthrie, Okla., announces that a course in window trimming 
and show card writing will be added to the curriculum of 
the school about the first of the year. Many merchants 
of that section have already signified their intention to send 
some of their employes to take the course. 


Thomas J. Frey, formerly with Roland’s at Springfield, 
Ill, and J. D. Palmer Company at Marshalltown, Iowa, is 
now connected with John D. Van Allen & Son, Inc., de- 
partment store, Clinton, Iowa, as display and advertising 
manager. 


Clarence Person, display manager of J. Rose & Sons, 
Marquette, Mich., for a number of years, is now connected 
in a similar capacity with the Oak Hall Clothing Company, 
Duluth, Minn. 


Harold C. Higgins has been appointed to succeed F. R. 
Minter as publicity manager for the Wheeler Reflector Com- 
pany, 275 Congress Street, Boston, Mass. 


Edward H. Siney has severed his connection with the 
display department of the Pacific Coast Shredded Wheat 
Company and is now in charge of the Del Monte canned 
goods advertising for the California Packing Corporation 
in southern California. i 

George “Jimmy” Smith, of Cleveland, Ohio, who is asso- 
ciated with The Bonnet-Brown Corporation, of Chicago, 
producers of promotional advertising mat service for news- 


papers and larger retail stores advises that Marshall Field 
& Company, wholesale, Chicago, have selected this service 
as the most complete to offer their customers. Window dis- 
play suggestions form an important part of the monthly 
features. 


Howard Smith, formerly second assistant display man- 
ager of Lard & Taylor Company, New York City, has been 
appointed interior decorator. 


W. L. Carden, formerly assistant display manager at 
James McCreery & Company, New York City, is now in 
charge of the display department at McCutcheon’s, who have 
just opened a new and modern store. 


George F. Gladfelter, formerly with the Vailand-Engel 
Company, is now display manager for The Greenberg Bros., 
Topeka, Kansas. 


Harry Burnstein, formerly display manager for Field’s, 
Minneapolis, Minn., has accepted the position of display 
manager and sign writer at The Fair Department Store, 
Wausau, Wis. 


Paul W. Kloeris, recently elected secretary of the St. 
Louis Display Men’s Club, has resigned as assistant to Jo- 
seph F. Chadwick, director of displays, Famous & Barr 
Company, to devote all of his time to the display work of 
the Union Electric Light.& Power Company, of St. Louis. 
He leaves the department store field, in which he had ten 
years’ experience in St. Louis, to apply his talent to electric 
appliance displays exclusively, in which field he also has 
five years’ experience. 


Samuel: Goldstein, who for the past fifteen years has been 
display manager for a number of retail and department stores 
in New York, Brooklyn and Long Island, has formed the 
Art Window Display Company, 130 West Broadway, New 
York City. They will specialize in window decorations, 
artificial flowers, fancy papers, backgrounds, velours, fix- 
tures and cards of all kinds. 


H. L. Baum, who operates a display service company in 
Ft. Worth, Texas, recently added the Jack Uberman Com- 
pany, dealers in exclusive merchandise, to his long list of 
clients. This concern is making rapid strides in their field 
and the sucecss of this retail store is largely due to the 
attention being given their display windows. 


The Tidewater Display Men’s Association held a display 
exhibition, including drapes on living models, Friday eve- 
ning, November 6, in the dining room of the Fairfax Hotel, 
Norfolk, Va., at which many local merchants attended as 
guests of the displaymen. 

At a business meeting of the association, held October 
23, D. C. Hopkins, display manager of W. J. Newton Com- 
pany, was elected secretary to succeed F. C. Shields, re- 
signed, and Leo L. Hollomon, of Carr, Mears & Dawson, 
was elected second vice-president to fill an existing vacancy. 
W. R. Bevans, display manager of Smith & Welton, was 
moved from the post of second vice-president to first vice- 
president. 
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ROCKY MOUNTAIN ASSOCIATION FORMED 


A meeting of fifty Denver (Colo.) displaymen was re- 
cently held, at which the Rocky Mountain Display Men’s 
Association was formed. Plans were made for increasing 
the membership and expanding it to cover the territory be- 
tween the Mississippi River and the Pacific Coast. Officers 
elected were: President, A R. Wagoner, display manager of 
A. T. Lewis & Son Dry Goods Company; first vice-president, 
W. C. Grams, Denver Dry Goods Company; second vice- 
president, O. McCray, Powers-Behen Clothing Company; 
secretary, James Powell of The May Company; treasurer, 
W. G. Smith, Gano-Downs Clothing Company, and publicity 
director, W. W. Martin. Affiliation will be made with the 
International Association of Display Men and a determined 
effort made to secure the 1927 convention for Denver. 





PORTLAND CLUB ELECTS OFFICERS FOR 1926 


At a recent meeting of the Portland Association of Dis- 
play Men, DeLyal J. Davis, display manager of Charles F. 
Berg Company, was elected president. Other officers elected 
are: C. E. Bechtold, Edwards Furniture Company, first 
vice-president; E. W. Merritt, Sealey-Dresser Company, 
second vice-president; H. A. Lamb, Lowey & Company, sec- 
retary, and George Creighton, Oregon City Woolen Mills, 
treasurer. 

A report from the convention committee showed that the 
club had a surplus of several hundred dollars as a result of 
the recent Pacific Coast convention. This will be turned 
over to the Coast Association to be used in financing the 
1926 meeting, which will be held in Seattle, 

An educational and entertainment committee, consisting of 
Desmond Taylor, of Jantzen’s, chairman, L. A. McMullen, 
Eastern Outfitting Company, and Bert Cultus, Bedell’s, was 
appointed. A program that will keep the members inter- 
ested and active will be inaugurated during the next few 
weeks. Dinner meetings will be held the first Tuesday 
night in each month when debates on the various phases 
of displays will be given. 





ST. LOUIS CLUB INSTALLS NEW OFFICERS 


At the regular monthly meeting of the St. Louis Display 
Men’s Club, held November 5, the following recently elected 
officers were installed: President, P. S. Williams, Scruggs- 
Vandervoort-Barney Company; vice-president, Ed Smith, 
Famous & Barr Company; secretary, Paul W. Kloeris, 
Union Electric Light & Power Company, and treasurer, 
Sylvester C. Rieser, Laclede Gas Light Company. 


Plans were made to keep the club up to the high standard 
of the past and to conduct an educational program for the 
general welfare of the profession. A big surprise is planned, 
the details of which will be announced at the special meet- 
ing to be held November 16. 


WYOMING VALLEY (PA.) DISPLAYMEN ORGANIZE 


The formal organization meeting of the Wyoming Val- 
ley, Display Men’s Club; which includes Wilkes-Barre, Pitts- 
ton, Nanticoke and Plymouth, Pa, was recently held in 
Wilkes-Barre at the Hotel Sterling. The organization was 
attended with a great show of cordial feeling and an earnest 
desire to cooperate for the good of all. 


In the election of officers. Harry C. Miller, display man- 
ager, MacWilliams, Wilkes-Barre, was elected president; 
Louis Jacobs, The Hub Store, Wilkes-Barre, first vice-presi- 
dent; George F. Eckardt, Fowler, Dick & Walker, Wilkes- 
Barre, second vice-president; William Hanly, Lew Levi 
Store, Nanticoke, and John Barbour, Wilkes-Barre, secre- 
taries, and John Fitzgerald, of the “Ace,” treasurer. 








LOOK TO 
YOUR 
SHOW CARDS ® 


Read SIGNS OF THE TIMES every month 
for latest ideas and inspiration on show card 
advertising. 

The October issue carries among others the follow- 
ing exclusive features: 

Letters Are Still Being Made by Hand as They Were 
in Days of Old. By George F. Zealand. 

Eccentricities of Jack Hector’s Art Brings Customers 
Back for More. By R. E. Brenner. 

Gothic or Block Letter is One of the Most Useful to 
Commercial Designers. By Louis F. Bense. 

.: Sale Signs Painted at Two Bucks Per Week. By 

im. 

Remember There is No Excellence or Success With- 
out Great Labor. By H. C. Martin. 

Second Lesson in Upper Case Gothic Made With the 
Ball Point Pen. 

Card Writer’s Trip Reveals New Ideas in Abundance. 
By W. C. Justice. 

Processed Christmas Cards Expressive of Holiday 
Cheer. By N. J. Byrne. 

James. Whitcomb Riley’s Lettering Days Recalled. By 
E. L. Harmon. 

Art News. 


THE BEST BOOK ON SHOW CARDS 





This Gordon 
Book on Show 
Card Writing 
($3.50) a copy, 
and a_ year’s 
subscription to 
SIGNS OF 
THE TIMES 
($3.00), both 
for $5.50. 





November, 1925 
SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
1 Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
[] Enclosed find $3.50, for which send me, postpaid, 
a copy of the Gordon Book. 
CL] Enclosed find $5.50. Send me a copy of Gordon’s 
Book and a full year’s subscription to SIGNS 
OF THE TIMES. 
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Display Contest Closes December 15 


Many Display Executives Enter The Display World’s Second Annual 
Window Display Merchandising Contest Which Closes December 15 


HEN the Second Annual Window Display 
Merchandising Contest was announced 
several months ago by The DISPLAY 
WORLD Service Bureau, it was expected 

that a great deal of interest would again be shown 
in the event, but the large number of entries imme- 
diately received proved a great surprise. The num- 
ber has steadily increased, and, with the closing date 
for entries one full month away, it can safely be 
expected that this contest will prove of greater mag- 
nitude and influence than any similar event ever held. 

The 1925 contest is divided into three classes and 
a massive silver loving cup, as illustrated on this 
page, will be awarded the grand prize winner in each 
class. This contest has not only gained the interest 
of display and advertising men in America but it will 
prove an important step in determining some of the 
most productive means for using this medium. 

Displaymen are eligible for participation in two 
of these classes, while the third is restricted to sales 
and advertising executives for national advertisers. 
Many have made entries in both classes, but the 
judges have’ ruled that no person can receive more 
than one grand prize. The contest is open to all and 
every entrant has an equal chance to win one of these 
valuable trophy cups. If you have not made your 
entry, do so at once. 

The grand prize in Class 1 will be awarded the 
display director of the retail store of the United 
States who planned and installed the window. display 
that proved to have the greatest merchandising value, 
the decision to be made by the actual sale of the 
merchandise displayed traceable to the influence of 
the window display. Such display may not have 
employed any dealer helps or other display material 
of a national advertiser, but must have been a dis- 
play of general merchandise installed on the merits 
of the merchandise picked from within the store. 

In Class 2 the grand prize will be awarded to the 
display director of a retail store who planned and in- 
stalled the window of nationally advertised merchan- 
dise employing in its execution some of the national 
advertisers standard display material, the display to 
have produced the largest amount of sales of that 
particular merchandise within the store traceable to 
the window display. 

In the classification for sales and advertising 
executives of a national advertiser, the grand prize 
will be awarded to the one who planned and con- 
ducted the most complete window advertising cam- 
paign for his company on a nation-wide scale. The 
decision is to be made on the basis of the effective- 
ness of the campaign, the number of displays in- 


stalled, the extent of territory covered, and the actual 
increase in sales resulting for the product directly 
traceable to the window advertising. 


Loving Cup to be Awarded Grand Prize Winner in Each 
Class of Display Merchandising Contest 


There is no red tape connected with making 
entries for the contest. All that is necessary is the 
submission of actual photographs of the window dis- 
plays, with a report of their installation and dates dur- 
ing which the display was in the window. The report 
must give the average sales of the merchandise 
before the display was used and the amount sold 
while the display was in. As proof of the authenticity 
of the material submitted the report must be signed 
by two officers of the company. 

The date for entries in this great contest will close 
at midnight, December 15, 1925, and is limited to 
window displays installed during the year 1925. Plan 
or prepare your entry now and send plainly and 
properly marked to The DISPLAY WORLD Service 
Bureau, 1209 Sycamore Street, Cincinnati, Ohio. 
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POE ° Opportunity Sxchange * 


Wen Wanted Positions Vanted Gor 


Sale Wanter i Buy 














POSITION WANTED-—Young man with 


WANTED ae ; 
: six years’ experience as displayman an 
Salesmen selling fixtures to carry cardwriter desires connection with live 


a well-advertised line of Va- concern in any small or large city in the 
lances and Drape Shades. We central part of the United States. Can fur- 


: nish best references and submit samples of 
are an old established house work. Have won prizes in window display 
















top. Was patented May 20th, 1924. Made 


All replies will be held strictly of heavy fleecelined Jersey cloth. Fits 


confidential. over any shoe and can’t slip off. per 
The National Decorative Company ~~ ; — Ord ns mg $8.00 per dozen, 
, r 
5 Hudson St., Camden, N. J. fiat 3. M. WALTERS, MPR. 





220 South Benton Way, Los Angeles, Cal. 


manufacturing our own lines. contests and floral parades. Address 
Our liberal commission arrange- “w. I. S.,” care The DISPLAY WORLD. 
ment should insure a substantial ; 
increase in your present income. FOR SALE—There is only one Window 
Write full information as to ter- Sock for decorators manufactured. It has 
ritory now covered and lines sold. an elastic band taped and sewed in the 





FOR SALE 
Display Service Agency 


One of the largest display 
agencies in the northwest; won- 
derful opportunity for some 
displayman with executive abil- 
ity; will produce $5,000.00 in- 
come annually; $1,000.00 will 
handle. 
Write “M. W.,” 

Care The DISPLAY WORLD 














Theatrical Scene Painting and Pictorial 
peta a taught by —_ ra 

tical, low priced courses. No others like 
WANTED ours. Real artists your teachers. Increase 
your earning capacity. Learn a well-paid 


Salesmen selling fixtures and flowers to profession. Send stamps for terms and 


carry our long established, well known illustrated literature. 
line of Peerless and Regence Silk Plushes, ENKEBOLL SCHOOL OF ARTS, 
Silk Velours, and other fabrics, specially Omaha, Neb. 








adaptable for window trimming. Our 





liberal commission arrangement should 
insure a decided increase in your present WE ARE GIVING AWAY 


pacty < = Pras : rs will be considered without obligation, information regarding 
strictly confidential. the proper use of color in securing effec- 


tive combinations for window displays 
WINDOTRIM FABRICS, INC., show cards, and wherever color is used ‘ 


17 Madison Ave., New York City Address “T. C. C.,” 
Care The DISPLAY WORLD. 

















SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “‘C. O.,” 
Care of The DISPLAY WORLD 














Albany, Oregon, Has Splendid Fall Opening 


Northwestern City With Population of Seven Thousand Is Excellent 
Example of What Cooperative Efforts Will Accomplish 


By L. J. BELL 


Display and Advertising Manager, Hamilton’s, Albany, Oregon 


ORGEOUS in its colorings and admirable for its into the midst of the city in a manner most appropriate to 
artistry, the second annual autumn opening, held the season. The mellowness of this color scheme, suggestive 
in this city, was a tremendous success. The dis- as it was of autumn’s advent with its harvest season, was 


playmen are deserving of the highest praise for 
their efforts. in establishing this event and for the splendid 
showings presented. 

The event could not be better described than that given 
in the Democrat-Herald the following day, which in part, 
is as follows: ' 

“Brilliantly lighted shop windows, filled with the choicest 
and most modish costumes and all the articles that go to 
make personal and home adornment complete; great throngs 
of people, happy with genuine festival spirit; streets made 
light as day by the vari-colored lights reflected from the 
shops, and surrounding all a spirit of joyous revelry over 
the approach of autumn, which was heightened by the sug- 
gestions of summer’s departure on all sides—all these created 
an atmosphere of festivity which was greatly enjoyed. 





“The reddish, golden brown tinges of fall, which are 












growing apparent on the hillsides everywhere, were brought Prize wisplay by L. J. Bell, Hamilton’s, Albany, Ore. 
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| Index to Advertisements 





heightened by purple, blue and golden hues that made the 
effect of the whole glorious. 


“Great praise was showered upon the event by the 
judges, C. M. Mathis, of the L. M. Nolan Company, Cor- 
vallis, Ore., B. C. Liéuallen, Miller Department Store, Salem, 

NOVEMBER, 1925 Page Ore., and A. E. Weller, J. C. Penny Company, Corvallis, Ore. 
Athen Seuss Cox he The spirit of the merchants and displaymen who have 
Altman & So ta i 55 achieved a reputation for successful cooperative openings, 
‘ — which would be a credit to a city many times the size of 


Benjamin Electric Mfg. C is city as d. 
Blick Co., Dick 


Bodine-Spanjer Co., The 19 “One feature of the evening’s show which made for the 
Botanical Decorating Co., The 


Bryan’s 63 comfort of the people was the roping off of the retail sec- 
tion. This enabled the crowd to find its way much more 








Chicago oe Board Co 

Chicago Pag 

Cleveland onasies Works, Inc 
Curtis Lighting, Inc 


a ST ere ere eee re ee aT Ce ee ee 57 
Sete RS CN oo. so ule peoutaes ae oGer sk sesE eke eae 38° 
Detroit Window Display Service 

Doty & Scrimgeour Sales Co 

Dramen Tseamiek OF MICTIOR vss. 6iides os 95.005 games escen stan 61 


Eastern Window Display Service 
Electric Window Salesman Co 


Felder, A. § 
Finkelstein, M 

Fixture Sales Co 
Fontaine Exposition Co., 


Grain, Amelia 
Great Central Novelty 


Hanick, Samvsi J.. 

Hecht Fixture Co, The 

Hexter & Co., S. M 

High Lustre Plush Co 

mee ad “ of sg 8 POCIDIIBES.« ... oon ass secs ceeds cuee 
ughes 4 craves ervice 2 Se / 

Hunt Pen Co., ¢ . Howard Prize Winning Display by Barkley Newman, 


marines onan. The Blain Clothing Co., Albany, Ore. 
International Register Co., 
Kinnear Artcrafts..... easily, and relieved to a great extent, the congestion which 
Klee Display Fixture Co., The i i inci i 
Resetes teed, ‘tke has heretofore prevailed on the sidewalks. Coincident with 
F the fashion exhibition, the automobile dealers made an 
Lutz & Sheinkman, Inc : : : r 

Lyons & Co., Hugh impromptu showing of their newest models. The attendance 
ny was unusually large, visitors from many surrounding coun- 


ties being noted.” 

National Card, Mat & Board Co All windows were divided into classes and practically 
National Drug Clerk ‘: ‘ R 
National Plush Co., ’ every store in the city entered one or more windows. The 


Newman ite Frank. following won first prizes: Home furnishings, Barkley New- 


man, Fisher-Braden Company; jewelry, Seth French, F. M. 
French & Son; floral display, Albany Floral Company; elec- 
Sern ag trical, Mountain States Power Company ; music, Davenport 
Orthwine, R Music House; barber and beauty shops, American Barber 
Paasche Air Brush Co 57 Shop; auto accessories, Western Auto Supply Company; 
-almenberg’s Sons, Inc., J. j re i > 
Parker's Advertising Service S65 sporting goods, F. W. Horsky; hardware, A. J. Lindahl; 
Pioneer Display Servic 55 notions, F. W. Woolworth Company; drugs, Bert Stevens, 
Pittsburgh Reflector Co i ae . 5 . 
Woodworth Drug Company; stationery, Rawlings Stationery 
ont, & fe BoA Company; shoes, Barkley Newman, Blain Clothing Com- 
Retlaw Visualizations... pany; piece goods drapes, Thomas Ferguson, F. A. Flood 
Richardson Illustrating Co . aka ; : ee ’ d 
Rosco Laboratories Company; millinery, L. J. Bell, Hamilton’s; women’s ready- 
moe ane. § to-wear, L. J. Bell, Hamilton’s; children’s wear, L. J. Bell,. 
Schack Artificial Flower Co Hamilton’s; lingerie, Max Dunham, J. C. Penny Company; 
Schmiedel, ; . P . 
Service & Information Bureau men’s clothing, Barkley Newman, Blain Clothing Company ; 
nessage ig 1 llngappansnpea: Jack men’s furnishings, Barkley Newman, Blain Clothing Com- 
Silvestri Art Mfg Co pany; miscellaneous, Murphy Seed Store. 
Sporting Goods 


Sunlight Reflector Co 
Sun-Ray Lighting Products, Inc 


Thayer & Chandler BRISTOL ADDRESSES DISPLAY GROUP OF CLUB 


Thornhill’s Display Servic . se ‘ 
Timberlake & Sons; J. B : Lee H. Bristol, advertising manager of Bristol-Myers 


Tuttle Press Co., Th Company, New York City, and one of the recently elected 
See hee 9 gg J. D 55 members of the Board of Trustees of the Window Display 
Window Display Installation Bureau. * 39 Advertising Association, was the feature speaker at the 
Wii kttek@no me window display group meeting of the Advertising Clubs of 
New York held Tuesday, October 20. He told of his recent 
trip of more than thirty thousand miles, during which he in- 


vestigated the subject of dealer window displays. 





Young & Co., W. B 

















Children Who Will Never Grow Up 
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pany ; have an irresistible appeal to . 

il grown-ups and children themselves. 
The appeal of childhood is universal and 
unrestricted to time, place or degree. 


Have You Considered the Possibilities 
CLUB of Wax Figure Kiddies 
Myers Like These? 


‘lected 


isplay J. R. PALMENBERG’S SONS, Inc. 


at the 
ubs of 


recent ; 63-65 West 36th Street, New York 


he in- CHICAGO BALTIMORE BOSTON SAN FRANCISCO 
204 W. Jackson Blvd. 122 W. Baltimore Street 26 Kingston Street 11 First Street 











A Christmas Decorative 
with a Punch 








Leader 


Each 


$12.25 


Oil Painted 
Santa Claus 
in Full Colors 








66 inches high by 36 inches wide at bottom. Made of heavy wallboard with wood 
bracing on back. 12-inch Holly wreath held in the hand. 
Leader No. 1600 


Each, complete 


The Adler-Jones Co. 


649 SO. WELLS ST. CHICAGO 
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